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Advertising today plays an important role in the op¬ 
eration of business. It has assumed such large proportions 
in recent years that it is difficult to estimate its magni¬ 
tude. It is possible, however, to gain some insight into its 
immense proportions from the amount of space used each year 
for advertising in the newspapers, as well as in other media 
of communication.! 
Recognizing this fact, several studies have been made 
on the various aspects of advertising. George Gallup and 
Claude Robinson^ made a study of the effectiveness of adver¬ 
tising and discovered that readers prefer news about a prod¬ 
uct rather than trick headlines, endorsements, and testimo¬ 
nials by celebrities. A study of the language used in ad¬ 
vertising was done by William Whyte3 in which it was found 
that the language used in advertisements is written to appeal 
to the mass audience and not to the intelligent. Successful 
^Daniel Starch, Principles of Advertising, (New York: 
McGraw-Hill, 1930), p. 3^1   
^George Gallup and Claude Robinson, "How Good Is An 
Ad, Really?”, Business Week, No. 1163 (July 28, 1951), p. 21. 
William Whyte, "Language of Advertising", Fortune, 
XLV (September, 1952), pp. 98-101, 
1 
2 
advertisements must use psychology to assure readers that 
what is advertised will not hurt them. 
In 1952, the publishers of Business Week magazine con¬ 
ducted a survey to determine what percent of the income from 
sales was spent annually by big business concerns on adver¬ 
tising. It was revealed through the study that the manufac¬ 
turers of chemicals spent more money on advertising. Included 
under chemicals were such things as cosmetics, toiletries and 
drugs,1 
Although G. J. Fleming did a research project in 1945, 
on The Negro Press,2 he devoted only one chapter to advertis¬ 
ing In Negro newspapers. In this study, Fleming stated that 
at the 1940 meeting of the Negro Newspaper Publishers Asso¬ 
ciation (since 1951, The National Negro Publishers Associ¬ 
ation) held in Chicago, publisher after publisher reported 
his paper's losing fight to get advertising from big business 
concerns. 
In his Analysis of the Present Negro Press, John H. 
Burma said that "most advertisements are by Negro concerns, 
most Negro concerns minister chiefly to some 'racial' need, 
so that the advertising section of a Negro paper has a pe¬ 
culiar flavor all its own, despite the fact that such ads 
1"Chemicals Biggest Ad Spender", Business Week, No. 
1184 (May 10, 1952), p. 46. 
^G. J. Fleming, "The Negro Press", Problems of the 
Negro, ed, Gunnar Myrdal (New York: Carnegie, 1Ô45), I, 1-5. 
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are dispersed among those for staple products used alike by 
both races. 
A study of types of nationally advertised commodities 
of service in twenty Negro newspapers in 1947 showed that 
18,5 percent of the total number of advertisements were of the 
hair and skin lotion, patent medicines and generally question¬ 
able nostrums type. 
There were two main reasons why Negro newspapers 
failed to develop lucrative sources of income from advertising: 
First until recently, Negro papers have had to 
rely mainly upon the patronage of business establish¬ 
ments in Negro neighborhoods. These establishments 
have not been sufficiently numerous nor affluent to 
be rich sources of revenue for Negro newspapers, con¬ 
sequently, advertising revenue from them has been 
negligible,.. 
Second, prior to the thirties, the growth of the 
Negro was recognized only by a handful of important 
national advertisers which included, among others, 
manufacturers of Camel cigarettes, White Owl cigars, 
Lifebuoy soap, Chevrolet automobiles, and Bond bread. 
This lack of recognition of the Negro Press on a 
larger scale as an advertising medium was partly off¬ 
set by the effort of W. B, Ziff Company of Chicago, 
a white organization whichserved as publishers’ 
representatives and which sought to secure the patro¬ 
nage of nationally advertised merchandise for Negro 
newspapers.2 
The Ziff company was extremely successful in securing na¬ 
tional advertising for Negro newspapers, but withdrew itself 
in the late thirties and became a publishing company. 
Ijohn H. Burma, "An Analysis of the Present Negro 
Press," Social Forces, XXVI, (December, 1947), p, 179, 
^Vishnu V, Oaks, The Negro Newspaper, (Yellow Springs, 
Ohio: Antioch, 1948), p, Llld-ilo, 
4 
In 1940, Interstate United Newspapers, Incorporated, 
was organized by the late Robert Vann of The Pittsburgh 
Courier, and Ira Lewis, who was also connected with The 
Courier, to capture major advertising accounts of national 
advertisers. The Interstate set in motion special studies 
on Negro consumer markets in important cities having large 
Negro populations. Leading sales arguments were that the 
purchasing power of the Negro had risen from four billion 
dollars in the twenties to seven billion in the thirties, 
and over ten billion in the fifties, and that the Negro was 
a large buyer of goods by brand names. 
In June of 1954, a Koda-Chrome color movie entitled, 
nThe Secret of Selling the Negron had its premiere showing 
in Chicago. The movie was made by the Johnson Publishing 
Company of Chicago with a view toward showing it to business 
men over the country in order to emphasize the huge and prof 
itable Negro market. 
Sinclair Weeks, Secretary of Commerce, quoted United 
States Census Bureau figures showing that: 
The Negroes' total income has quadrupled since 1940. 
This median income has shot up even faster. For non¬ 
whites (96% of whom are Negroes) the median annual 
income has risen almost four times, from $489 in 1939 
to $1,943 in 1951, while the income of whites has in¬ 
creased less than three times, from $1,325 in 1939 to 
$3,673 in 1951. Overall, the Negro market is esti¬ 
mated at $15 billion a year. 
Such figures are making businessmen everywhere 
sit up and take notice. They are paying more and 
1 Ibid., p. 114. 
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more attention to the long-ignored Negro customer, 
notably in the South, where two-thirds of the 15 
million U. S. Negroes live.1 
Market surveys have shown that Negro customers pre¬ 
fer advertising which emphasizes quality and prestige. It 
was pointed out that the Negro is not impressed with "cheap 
shoddy goods".,. "Eventually the Negro market will merge in¬ 
to and become undistinguishable from the overall market."2 
A study concerning the type of advertising in Negro 
newspapers was done in 1935 by Rhonda G. Irving. The results 
indicated that over one-half of the ads were concerned with 
patent medicines, one-eighth were of the "good luck" or charm 
sort, the remainder were for insurance, food, liquor and 
cigarettes.. Forty-four percent were classified ads.^ 
Significance 
There have been marked changes in the character of 
advertisements in Negro newspapers over the past five years. 
Whereas in 1945, advertising models were, for the most part, 
of the white race; Negro models have been used more frequently 
since that time. The paucity in earlier years of cigarette 
and alcholic beverage advertisements, as well as soap and den¬ 
tal cream advertisements has been replaced by numerous ex¬ 
amples of such advertising. The slow decrease in advertisements 
1"The Negro Market; How To Tap 15 Billion in Sales," 
Time LXIV (July 5, 1954), p. 70. 
2Ibid. 
^Rhonda Gooding Irving, Advertising in Negro News¬ 
papers, (Columbus: Ohio State University, IVdb), p. TV. 
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of occult charms Is also noticeable. 
It is important that a study be made of the develop¬ 
ments which have occured in the pattern of advertising in Negro 
newspapers in the past five years. Because of the vastness 
of advertising today, it is most significant to discover the 
extent to which this vastness has extended over and into the 
Negro press, and what areas show most development. 
Purpose and Scope 
It is the purpose of this study (1) to analyze the 
advertisements appearing in a selected number of Negro news¬ 
papers in terms of the various types which appear, and in 
terms of the language and illustrations used; (2) to mark the 
changes that have taken place in the pattern of advertising 
in the Negro press during the period from 1948 to 1953; and 
(3) to compare the advertisements found in the four news¬ 
papers. The four weekly newspapers having the greatest cir¬ 
culation among the Negro papers were used in the study. These 
papers are: The Pittsburgh Courier, with a weekly circulation 
of 274,329, The Afro-American which circulates 61,067 papers 
weekly, The Chicago Defender with a weekly circulation of 
98,534, and The Journal and Guide which circulates 63,428 
papers weekly.T 
IN. W. Ayer and Sons, Directory of Newspapers and 
Periodicals (Philadelphia: Ayer, 1950). 
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Definition 
The term pattern, as it has been used in this study, 
refers to the representative types of advertisements which 
appeared in the selected newspapers. 
Methodology 
The methodological procedures for the study were as 
follows : 
I. Questionnaires were sent to advertising managers of the 
papers to secure information relative to their policies 
for accepting advertisements. This information has been 
summarized and can be found in the second chapter of the 
thesis. 
II. The sample was composed of every tenth issue of each of 
the four newspapers used in the study for the years 
1948, 1950 and 1952, beginning with the January 3, 1948 
issues. In order to test the reliability of the sample, 
every tenth issue of The Afro-American for the year 
1949, and every tenth issue of The ChTcago Defender for 
1951 was analyzed. Advertisements were analyzed in 
each of the four newspapers in regard to: 
A. Type (what was advertised) 
B. Language used in the advertisements 
(Categories used for this analysis were those 
established by Whyte).1 
1. Floating Comparative 
2. Anti-Competition 
3. Announcement 
4. Proof Positive 
5. Stock Appeal 
C. Illustrations 
1. Use of white or Negro models 
2. Use of pictures to illustrate the text 
3. Non-use of illustrations 
^hyte, 0£. cit. 
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D. Size of the advertisements in square inches 
E. The changes which have taken place in the pattern 
of advertising in each of the four selected news¬ 
papers from 1948 through 1952 were noted in regard 
to: 
1, The increase or decrease in the number of 
national advertisements* 
2, The increase or decrease in the number of 
occult and questionable nostrums types of ad¬ 
vertisements* 
3, The increase or decrease in the size of the 
advertisements of the same product. 
Ill* Comparisons of the four newspapers were made also in 
terms of: 
A. The types of advertisenents occuring most fre¬ 
quently. 
B. The language used in the advertisements. 
1* Floating Comparative 
2. Anti-Competit ion 
3. Announcement 
4. Proof Positive 
5. Stock Appeal 
C. Illustrations 
1. The use of white or Negro models. 
2. The use of pictures to illustrate the text. 
3. A comparison of illustrations of the same 
product.in the four newspapers. 
4. The non-use of illustrations. 
D. Size of the advertisements in square inches. 
1. The amount of space devoted to advertisements 
in the papers. 
2. A comparison of the amount of space devoted to 
advertisements of the same type. 
E. The changes which have taken place in the pattern of 
advertising in the four newspapers from 1948 through 
1952, were noted in regard to: 
1. The increase or decrease in the number of 
national advertisements. 
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2. The increase or decrease in the number of 
occult and questionable nostrums advertise¬ 
ments. 
3. The increase or decrease in the size of the 
advertisements of the same product in the 
various papers. 
Brief History of the Newspapers 
The Afro-American 
The Afro-American was begun in Baltimore, Maryland 
by three men, each of whom started individual publishing 
ventures, but who united their interests as each venture ex¬ 
panded and faced financial difficulties. The Reverend 
William M. Alexander, pastor of Sharon Baptist Church in 
Baltimore, was the first of the group to begin in 1892 with 
a four-page printed sheet which he called The Afro-American. 
This paper had as its purpose the advertising of church and 
community news. 
John H, Murphy, a Sunday school promoter, bought 
Alexander out for $200.00 and later, the Reverend George F. 
Bragg, who had begun a paper for purposes similar to 
Alexander, became affiliated with Murphy. The paper they 
printed was called The Afro-American Ledger. Later the word 
Ledger was dropped from the headline and the paper was given 
the name originally used by Alexander, The Afro-American. 
The Afro-American is housed in a new building and is 
considered one of the most modern in the country. There is 
a $50,000 Goss printing press, a photographic laboratory, an 
engraving plant, and other mechanical equipment used in 
10 
modern printing. The Afro-American publishers employ more 
than 118 men end women in their $150,000 plant.1 
The Journal and Guide 
The Lodge Journal and Guide was founded in 1910 in 
Norfolk, Virginia to serve the interests of a secret society. 
It dropped its fraternal connection and went into private 
hands as The Norfolk Journal and Guide when the paper grew. 
At first, all type was set by hand, but when the publishers 
were financially able, linotype machines were purchased. The 
P. B. Young family, a well educated group, is credited with 
much of the work involved in developing The Journal and Guide 
into one of the outstanding weekly Negro newspapers. 
The Journal and Guide publishers aim at complete coverage 
of all news of interest to its particular public. Although it 
started as a home area paper, it dropped the word Norfolk from 
its headline when it gained national scope and influence.^ 
The Pittsburgh Courier 
The Pittsburgh Courier was begun in Pittsburgh, 
Pennsylvania in 1907 by a poetry writing, factory worker, who 
wanted to see his poems in print. The late Robert L. Vann 
has been given credit for the founding of this paper with which 
he became affiliated in 1907. Vann had served as Editor-in- 
chief of The Courant, a University of Pittsburgh publication, 
Fleming, OJD. cit., pp. 16-17. 
^Ibid.» pp. 8-11. 
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while he was a law school student# He suggested that the 
paper be called The Courier, and he became the attorney for 
the organization. In March of 1910, Vann secured the Certifi¬ 
cate of Corporation for The Pittsburgh Courier Publishing 
Company and remained its lawyer until the death of the editor 
in the fall of 1910. Vann then served as editor and attorney 
for the company until his death in 1951. 
The Pittsburgh Courier is as well known on the West 
Coast and in the deep South as in its own city and prints 
over nine editions weekly in order to cover sectional inter¬ 
ests. 
Ira F. Lewis has been given credit for being ’’The 
greatest good fortune” to befall The Pittsburgh Courier. 
Lewis, as business manager, evolved a most aggressive and 
efficient sales and promotional organization which led to the 
increased circulation of the paper. Lewis was also respon¬ 
sible for the rise in position of the paper as a profitable 
business, housed in its own modern plant valued well over 
$150,000.1 
The Chicago Defender 
”The story of The Chicago Defender symbolizes the 
aspiration and enterprise of the race.” Robert S. Abbott, 
who was born in Savannah, Georgia, went to Chicago, Illinois 
in the late nineties, suffered and saw other Negroes suffer 
^Frederick G. Detweiler, The Negro Press in the United 
States (Chicago; University of Chicago Press," cl'ÿ2&2), p. 64. 
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many discriminatory practices. In an attempt to make the 
Negro public aware of the difficulties which other Negroes 
were experiencing, Abbott, in 1905, founded The Chicago 
Defender, The first issues of The Chicago Defender were 
handbill size, but as the paper grew in influence, it grew 
also in size.l 
The Chicago Defender is considered as one of the ”big 
six" Negro newspapers in the country. In 1945, 40,000 copies 
were circulated in the Chicago area alone and the readership 
was approximately 100,000 each week. The Chicago Defender 
represents a staple business enterprise employing over 150 
people and issuing a weekly payroll in excess of $6,000,^ 
-^Frederick G, Detweiler, The Negro Press in the 
United States (Chicago: University of Chicago Press, cl922), 
p, 64. 
^Beatrice L, Jourdain, The Negro Press; A History 
and Analysis (Cleveland: Western Reserve University, 1952), 
p. 45. 
CHAPTER II 
A SUMMARY OF INFORMATION RECEIVED FROM THE PUBLISHERS 
OF THE FOUR NEGRO NEWSPAPERS 
Questionnaires were sent to the advertising managers 
of the four weekly Negro newspapers which were used in the 
study. The questionnaires were sent for a four-fold purposes 
(1) to find out whether the publishers of the four newspapers 
follow a specific policy in accepting advertisements; (2) to 
ascertain the essence of the policy adhered to in accepting 
advertising copy; (3) to discover the types of advertising 
copy which are difficult to secure; and (4) to obtain the ad¬ 
vertising managers' statements on the nature of the diffi¬ 
culties they have encountered. Space and rate data were 
supplied by the managers who replied. 
Replies were received from The Pittsburgh Courier, 
The Chicago Defender and The Journal and Guide. The pub¬ 
lishers of The Afro-American did not reply to the question¬ 
naire or to the follow-up letter seeking information about 
their policy. For this reason, no information concerning The 
Afro-American will be presented in this chapter. 
The Pittsburgh Courier 
Russel T. Washington, Assistant Business Manager of 
The Pittsburgh Courier Publishing Company, stated that, "Our 
13 
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policy is not to publish ads that are not suitable for publi¬ 
cation ... such as misleading advertising copy which has the 
possibility of being libelous or unfit advertising.M The 
first requirement listed in the Rate Card #2-A for General 
Advertising in The Pittsburgh Courier states: ”Luck, Good 
Fortune, Power, Mysticism, Astrology copy are subject to re¬ 
vision if found objectionable.” 
Mr. Washington stated also that they have not been 
able to secure a large amount of new automobile copy and de¬ 
partment store copy because, in both instances, it is claimed 
that ”the budget will not allow.” There were no comments 
made on whether or not difficulties were met in securing ad¬ 
vertisements from the tobacco industries, soap companies, 
whiskey industries, beer industries, cosmetics manufacturers 
and insurance companies.! 
The Chicago Defender 
The Robert S. Abbott Publishing Company which publishes 
The Chicago Defender, has specific policies which have been set 
up and to which the company adheres in selecting and distribu¬ 
ting advertisements in the newspaper. The General Rules and 
Regulations for Advertisements embrace twelve points. The 
first point deals with the policy governing the acceptance of 
advertisements for publication, ”The Chicago Defender 
!Response from Questionnaire Received from Mr. 
Russell T. Washington, Assistant Business Manager of The 
Pittsburgh Courier Publishing Company, July 8, 1953, 
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reserves the right to edit, revise or reject any advertising 
copy that may be deemed objectionable, misleading or fradu- 
lent.”-*- The eleven other points in the rules and regulations 
were concerned with space and rate fees, the making of cuts, 
the use of type and the protection of The Chicago Defender 
publishers in the publication of advertisements. 
It was revealed in this questionnaire that The Chicago 
Defender, in 1952, was running one leading cigar and three 
major cigarette accounts, ’’However, there are more, such as 
Camel cigarettes, which have not fully considered the Negro 
Press,”2 
The Chicago Defender advertising department has had 
great difficulty in securing advertisements from soap com¬ 
panies, even though surveys show that Negro women predominate 
in home laundries as domestics. Advertisements from the 
whiskey industries are an easy source of copy at present, but 
Mr, Frank L, Stanley, who is the director of advertising for 
the paper, stated that the market is shrinking and so this 
advertising copy is being lost. Because there are no strong 
breweries in and around Chicago controlling the beer market, 
The Robert S, Abbott Publishing Company has had difficulty 
entering this type of advertising copy in their newspapers. 
Cosmetic advertising in The Chicago Defender is limited to 
iResponse from Questionnaire Received from Mr, Frank 
L, Stanley, Director of Advertising of The Robert S, Abbott 
Publishing Company, July 10, 1955, 
2Ibid. 
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that especially designed for Negro women, such as skin 
whiteners. Other areas where difficulty has been met in 
securing advertisements are the automobile industry, insur¬ 
ance companies, large department stores, financial institu¬ 
tions, building materials, used cars, industry good will 
copy, chain drug stores, food and home furnishings. 
Large department store copy is the backbone of daily 
newspaper advertising; however, few Negro newspapers carry 
department store copy. The Chicago Defender publishers have 
had tremendous difficulty in obtaining new car copy except on 
Ford and Chevrolet. It was brought out in the questionnaire 
that Cadillac and Buick, which sell to many Negroes, do not 
advertise in The Chicago Defender.^- 
The Journal and Guide 
J. T. Bleden, Advertising Manager of The Journal and 
Guide, pointed out in a letter that: "the use of Negro news¬ 
papers by major manufacturers and industrial corporations is 
increasing. However, it is still a tough job to break down 
some of the resistance because many of them have never had 
too much faith in Negro newspapers. This situation has 
changed gradually."2 The Journal and Guide carries adverti¬ 
sing in practically all major categories and is accepted as 
an advertising medium by some of the country1s largest 
manufacturers. 
1Ibid. 
^Letter from Mr. J. T. Belden, Advertising Manager of 
The Journal and Guide, July 8, 1955. 
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The policy adhered to for accepting advertisements 
for publication in The Journal and Guide states that: nWe 
accept advertising in all classifications except those dealing 
with Spiritualism, Palmists, and all other advertising of this 
nature designed to exploit our readers.... or any advertising 
that we know is fraudulent.”1 
Of the eight types of advertisements mentioned on the 
questionnaire, The Journal and Guide has no difficulty in 
securing advertisements from the tobacco industries, the 
whiskey industries and cosmetics concerns. The types of ad¬ 
vertising which have been difficult to secure are those from 
soap companies, automobile industries, insurance companies 
and large department stores. Mr. Belden stated that a limited 
number of advertisements from soap companies have been carried 
in the paper, but they have not been able to penetrate the 
field too deeply. 
Most general advertisers still feel that they can 
reach the Negro market through the daily papers, the radio 
and television, and are now sponsoring programs aimed par¬ 
ticularly at their Negro clientele. 
Mr. Belden stated that white insurance companies, and 
the larger, and more exclusive department stores are not 
interested in cultivating Negro business and therefore do not 
advertise through the Negro press. However, it was pointed 
Questionnaire from Mr. J. T. Belden, Advertising 
Manager of The Journal and Guide, July 8, 1953. 
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out in Time magazine that this attitude is changing, and that 
the rise in the economic status of the Negro has drawn more 
interest to the Negro on the part of businessmen.1 
Summary 
The Pittsburgh Courier, The Journal and Guide and The 
Chicago Defender follow specific and clear-cut policies in 
accepting advertisements for publication in the newspapers. 
Each policy is designed to protect the interests of readers 
by omitting advertisements which are misleading or fraudulent 
in content. 
It was brought out through the questionnaires of the 
three newspapers which returned questionnaires, that The 
Journal and Guide has been able to secure a larger amount of 
copy from national advertisers than the other two. Recently, 
however, more national advertisers have placed accounts with 
Negro newspapers. Large department stores, beer industries, 
as well as other business organizations which failed to use 
the Negro press as an advertising medium have been made aware 
of the Negro consumer market. Survey results on the economic 
status of the Negro have been placed with national advertisers. 
Whereas formerly it was believed that the Negro could not 
afford the commodity, and that the expense of advertising 
through the Negro press was too great for the returns, this 
idea has changed. The rapid rise in the economic status of 
lHThe Negro Market ...” 0£. oit., p. 70. 
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the Negro has done much to break down some of the barriers 
which have existed between the Negro press and national 
advertisers• 
CHAPTER III 
ANALYSIS OF ADVERTISEMENTS IN THE 
SELECTED NEWSPAPERS 
It is the purpose of this chapter to analyze the ad¬ 
vertisements in the four selected newspapers that were used 
in the study. The advertisements were analyzed in terms of: 
(a) what was advertised; (b) the language used in the ad¬ 
vertisements; (c) the illustrations used in the advertise¬ 
ments; (d) the amount of space devoted to the various types 
of advertising; and (e) the notation of any changes that took 
place in the pattern of advertising in the newspapers over 
the past five years. 
The types of advertisements that recurred most fre¬ 
quently in the newspapers were analyzed and grouped into 24 
categories, A twenty-fifth category which the writer labeled 
"Miscellaneous” was used for those advertisements in the news 
papers which were less than one per cent of all the advertise 
ments in the newspapers for the particular period. Those ad¬ 
vertisements which did not fit into one of the 24 categories 
were also classified as "Miscellaneous", 
The language used in the advertisements was analyzed 
in terms of the schedule made up by William Whyte1 when he 
^Whyte, op, cit, 
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did a study for Fortune magazine on the language in ad¬ 
vertising. 
Advertisement illustrations were categorized ac¬ 
cording to the use of white or Negro models, pictures to il¬ 
lustrate the text and the non-use of illustrations in the 
advertisements analyzed. 
Each of the advertisements analyzed was measured in 
square inches in order to secure information regarding the 
amount of space devoted to each type of advertising, and 
relative to the amount of space devoted to advertising in 
each of the newspapers which was used in the study. 
There were 4,415 advertisements analyzed in the news¬ 
papers which were used in the study} 1,335 advertisements 
appeared in The Pittsburgh Courier; 1,187 in The Chicago 
Defender; 877 in The Journal and Guide; and 1,016 in The Afro- 
American. 
Types and Number of Advertisements in Each 
of the Four Selected Newspapers 
The Pittsburgh Courier 
In 1948, of the 359 advertisements which appeared in 
The Pittsburgh Courier, 19 per cent were advertising clothing 
for men and women. Most of the clothing advertisements were 
those from mail order houses such as Royalty Fashions, Ru-Ed 
Fashions, Hilda Stone Fashions and Lew’s Pants Store, Incor¬ 
porated. Fifteen per cent of the advertisements were con¬ 
cerned with preparations designed to grow or to beautify the 
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hair; 14 per cent dealt with patent medicines and six per 
cent were of the hair dye, cosmetics, and jewelry types 
respectively. 
Hotels and resorts, schools and colleges and alcholic 
beverage advertising copy ranked next with five per cent each. 
Drugs such as those advertised especially useful for women, 
consumed four per cent of the advertisements in the issues of 
the paper which were examined for 1948, Four per cent ad¬ 
vertised job opportunities for salesmen and agents for various 
commodities, three per cent of the advertisements were con¬ 
cerned with the availibility of phonograph records and two per 
cent were for books written by Negroes, "Be-bop" glasses and 
sun glasses also fell in the two per cent group for the year 
1948, (See Table 1.) 
In 1950, patent medicines held the largest percentage 
of advertisements, and hair preparations the second largest 
percentage. There were no advertisements for hair attach¬ 
ments in the papers examined for 1948; however, in 1950, 
seven per cent of the advertisements were of this type. 
Clothing advertisements which included women's dresses and 
underwear, and men’s hats, shoes, pants and suits decreased 
nine per cent. 
The advertising of jewelry such as Swiss watches and 
imitation diamond rings ranked about the same in 1950 as in 
1948; there were 23 such advertisements in 1948 and 31 in 
1950, Six per cent of the advertisements were devoted to 
jewelry in both cases. 
TABLE 1 
DISTRIBUTION OF ADVERTISEMENTS IN 
THE PITTSBURGH COURIER 
ms  
Type of Advertisement Number Percentage Space 
Clothing 60 19 212” x 120" 
Hair Preparations 55 15 150” x 172” 
Patent Medicines 51 14 133" x 122" 
Jewelry 23 6 54" x 56" 
Hair Dye 23 6 90" x 60" 
Cosmetics 21 6 74" x 74" 
Hotels and Resorts 19 5 18" x 36" 
Schools 18 5 42" x 36" 
Alcholic Beverages 17 5 106" x 68" 
Salesmen 16 4 42" x 50" 
Questionable Drugs 15 4 14" x 10" 
Phonograph Records 10 3 84" x 38" 
Glasses 8 2 44" x 30" 
Occult Charms 8 2 14" x 10" 
Books 7 2 28" x 26" 
Soap and Soap Powder 4 1 27" x 16" 
Beer - - - 
Insurance - _ - 
Automobiles - mm mm 
Household Utilities - - - 
Sports - - - 
Cigarettes mm - - 
Food - - mm 
Hair Wigs - _ mm 
Miscellaneous 4 1- 11" X 6" 
. 
359 100 1,143" x 930" 
'"'Refers to the advertisements which did not fall with¬ 
in one of the 24 categories and to those which are less than 
one per cent of all the advertisements which appeared in the 
newspapers examined for the period. 
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Other types of advertisements in 1950 included alco¬ 
holic beverage, six per cent; schools, four per cent; hair 
dye, four per cent; questionable drugs, hotels and resorts, 
food and eye glasses, three per cent respectively. House¬ 
hold utilities such as bug killers, hot water heaters and 
cosmetics were responsible for two per cent of the advertise¬ 
ments, One per cent of the advertisements was devoted to 
books, and one per cent of the advertisements fell in the 
miscellaneous category, (See Table 2,) 
One hundred and eleven advertisements in the issues 
of The Pittsburgh Courier for 1952 were concerned with patent 
medicines, as is indicated in Table 3, Of this number, 666 
Tonic and Creomulsion were the commodities advertised most 
frequently. There were 56 advertisements devoted to hair prep¬ 
arations such as Apex hair preparations, Pluke hair dressing 
and Hy-Beaute products. 
In 1952, there was an increase in the number of occult 
charm advertisements. This was interesting to note because 
the writer assumed from the information received from the 
publishers of the The Pittsburgh Courier that a desirable de¬ 
crease in this type of advertising had occurred. 
The Pittsburgh Courier carried a travel guide, vaca¬ 
tion guide and a college directory. Forty-three advertisements 
in the issues of the paper examined for 1952 were devoted to 
hotels and resorts; eight per cent advertised colleges and other 
types of schools. 
TABLE 2 
DISTRIBUTION OF ADVERTISEMENTS IN 
THE PITTSBURGH COURIER 
TÏÏ53  
Type of Advertisement Number Percentage Space 
Patent Medicines 98 19 207" x 190" 
Hair Preparations 81 16 338" x 278" 
Wigs 34 7 123" x 112" 
Salesmen 34 7 92" x 82" 
Jewelry 33 6 108" x 96" 
Alcholic Beverages 31 6 170" x 134" 
Clothing 29 6 110" x 82" 
Schools 22 4 76" x 72" 
Hair Dye 20 4 80" x 52" 
Phonograph Records 18 4 91" x 56" 
Occult Charms 17 3 20" x 36" 
Questionable Drugs 16 3 48" x 42" 
Hotels and Resorts 15 3 38" x 18" 
Food3 13 3 106" x 64" 
Glasses 13 3 38" x 40" 
Household Utilities 12 2 35" x 28" 
Cosmetics 11 2 62" x 40" 
Books 7 1 35" x 28" 
Cigarettes - - - 
Soap and Soap Powder - mm - 
Insurance - - - 
Automobiles - - - 
Sports - - - 
Beer - — mm 
"^Miscellaneous 6 1 30" x 18" 
TOTAL 510 100 1,807" x 468" 
■^Refers to the advertisements which did not fall 
within one of the 24 categories and to those which are less 
than one percent of all the advertisements which appeared 
in the newspapers examined for the period* 
25 
TABLE 3 
DISTRIBUTION OP ADVERTISEMENTS IN 
THE PITTSBURGH COURIER 
rg5S  
Type of Advertisement Number Percentage Space 
Patent Medicines 111 24 185» x 184H 
Hair Preparations 56 13 190” x 162” 
Occult Charms 50 13 59” x 60” 
Hotels and Resorts 43 9 36” x 26” 
Schools 31 8 68” x 66” 
Salesmen 26 6 54” x 40" 
Questionable Drugs 19 4 30” x 26” 
Clothing 18 4 59” x 32” 
Cosmetics 18 4 87” x 54” 
Wigs 15 3 58” x 50” 
Hair Dye 15 3 57” x 40” 
Phonograph Records 10 2 62” x 26” 
Books 9 2 24” x 30” 
Foods 8 2 38” x 20” 
Cigarettes 5 1 62” x 48” 
Soap and Soap Powder - - - 
Beer - - - 
Insurance - - - 
Household Utilities - - - 
Glasses - - - 
Automobiles - mm - 
Sports - - - 
Jewelry - - - 
^Miscellaneous 32 8 38” x 30” 
TOTAL 466 100 1,107” x 894” 
"“■Refers to the advertisements which did not fall 
within one of the 24 categories and to those which are less 
than one per cent of all the advertisements whichappeared in 
the newspapers examined for the period. 
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Job opportunities for salesmen and agents consumed 
six per cent of the advertisements for this period. Four per 
cent of the advertisements were devoted to questionable drugs, 
clothing and cosmetics respectively; three per cent of the 
advertising for this particular year was devoted to wigs and 
hair dye and two per cent to phonograph records, books and 
food. Lucky Strike cigarettes, Pet Milk and Carnation Milk 
companies were placing advertising copy with the paper in 
1952. 
Eight advertisemsnts were considered as miscellaneous. 
Of the eight, three were for Octagon soap, three were for 
Colgate tooth paste, and two were placed under household 
util it ies. 
The Chicago Defender 
There were 3S4 advertisements in the issues of The 
Chicago Defender examined for this study in the year 1948. 
(See Table 4.) Twenty-two per cent of these advertiseirents were 
devoted to patent medicines, such as: C2223 Tonic, 666 Tonic, 
Creomulsion, Doan’s Pills and Sèen-a-mint. Eighteen per cent 
of the advertisements were concerned with love drops, lode- 
stones and spiritualists' supplies. These were classified as 
occult charms. Eight per cent of the advertisements were for 
wigs; jewelry advertising copy occupied six per cent of all 
copy for the year. Five per cent of the advertisements were 
devoted to clothing, cosmetics especially designed for Negro 
women and schools and colleges respectively. Fifteen adver¬ 
tisements, or four per cent of the copy, were concerned with 
TABLE 4 
DISTRIBUTION OF ADVERTISEMENTS IN 
THE CHICAGO DEFENDER  ms  
Type of Advertisements Number Percentage Space 
Patent Medicines 84 22 232" x 168” 
Occult Charms 70 18 193" x 160" 
Hair Preparations 52 14 197" x 154" 
Wigs 31 8 78" x 96" 
Jewelry 23 6 42" x 54" 
Clothing 21 5 81" x 42" 
Cosmetics 18 5 33" x 26" 
Schools 17 5 22" x 8" 
Hair Dye 15 4 47" x 60" 
Phonograph Records 12 3 66" x 22" 
Questionable Drugs 10 3 15" x 20" 
Salesmen 9 2 36" x 48" 
Whiskey 8 2 84" x 32" 
Hotels and Resorts - - - 
Beer - - - 
Automobiles mm mm - 
Sports - - - 
Cigarettes - mm mm 
Household Utilities mm mm - 
Insurance - - mm 
Glasses » - - 
Food - - - 
Soap and Soap Powder mm - - 
Books mm — — 
*Miscellaneous 14 4 39" x 18" 
TOTAL 384 100 1,165" x 908" 
^Refers to the advertisements which did not fall 
within one of the 24 categories and to those which are less 
than one per cent of all the advertisements which appeared 
in the newspapers examined for the period. 
28 
29 
hair dye. Questionable drugs and phonograph records were the 
subjects of three per cent of the advertisements. Job op¬ 
portunities for salesmen and alcoholic beverage copy occupied 
two per cent respectively of these advertisements# 
Fourteen advertisements were considered as miscellane¬ 
ous. Three of these were for Lux soap, two for books, three 
for household utilities, three for cigarettes, two for sports 
and one for Universal Musical Shows. 
In 1950, there were 460 advertisements in The Chicago 
Defender. (See Table There was a decrease in the percent¬ 
age of advertisements devoted to patent medicines. Whereas, 
in 1948, 22 per cent of the advertisements were devoted to 
patent medicines, only 15 per cent were devoted to such ad¬ 
vertising in 1950. Although there were ten more hair prep¬ 
arations advertisements in the 1948 newspapers, only 16 per 
cent of the 1950 advertising was devoted to this type of ad¬ 
vertising. -Eleven per cent of the advertisements were de¬ 
voted to occult charms. The other types of advertisements 
which ranked above one per cent were for jewelry, wigs, hair 
dye, clothing, questionable drugs and salesmen. Cosmetics, 
businesses , schools, phonograph record companies and hotels 
and resorts were responsible also for more than one per cent 
of the advertisements during this period. 
Fifteen, or three per cent of the advertising copy 
was categorized as miscellaneous. Of this number, three were 
for church furniture and four were devoted to food advertising. 
TABLE 5 
DISTRIBUTION OF ADVERTISEMENTS IN 
THE CHICAGO DEFENDER 
 TS5Ü  
Type of Advertisement Number Percentage Space 
Hair Preparations 74 16 214" x 194" 
Patent Medicines 69 15 120" x 126" 
Occult Charms 53 11 196" x 54" 
J ewelry 35 8 84" x 56" 
Wigs 35 8 76" x 96" 
Hair Dye 29 6 116" x 86" 
Clothing 28 6 120" x 84" 
Questionable Drugs 28 6 36" x 56" 
Salesmen 27 6 96" x 70" 
Cosmetics 19 4 60" x 30» 
Schools 18" 4 40» x 20» 
Phonograph Records 9 2 46" x 22» 
Hotels and Resorts 9 2 18» x 12» 
Glasses 7 2 21» x 28» 
Household Utilities 5 1 10» x 10» 
Beer - - mm 
Soap and Soap Powder - - mm 
Books mm - - 
Automobiles - - - 
Sports - mm mm 
Cigarettes - mm - 
Food - - mm 
Whiskey - - - 
Insurance — — mm 
*M i s c ell ane ou s 15 3 37» x 20" 
TOTAL 460 100 1,290» x 794» 
defers to the advertisementa which did not fall 
within one of the 24 categories and to those which are less 
than one per cent of all the advertisements which appeared 
in the newspapers examined for the period* 
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The Quaker Oats Company was placing copy with The Chicago 
Defender during this time, 
A fluctuation in the advertising of patent medicines, 
hair preparations and occult charms was noticeable in The 
Chicago Defender, The three major types of advertising for 
the years 1948, 1950 and 1952 were patent medicines, occult 
charms and hair preparations. In 1948, as was the case in 
1952, the leading types in the order in which they were 
categorized were patent medicines, occult charms and hair 
preparations. In 1950, hair preparations were the leading 
type of advertising copy and patent medicines and occult charms 
ranked second and third respectively. 
There were 343 advertisements analyzed in this paper 
for 1952, The analysis showed a decrease in advertisements 
devoted to clothing, hotels and resorts, phonograph records 
companies and household utilities. There were however, in¬ 
creases in the advertising of alcoholic beverages, foods and 
cigarettes. Table 6 shows the exact figures for these types 
and percentages. 
Four per cent of the advertisements in the newspapers 
examined for 1952 were considered miscellaneous. Two of the 
advertisements were for Beech-Nut chewing gum, two were for 
Insurance companies, three were for clothing, three were for 
hotels and resorts and two were for Colgate tooth paste. 
The Journal and Guide 
There were 260 advertisements in the six issues of 
TABLE 6 
DISTRIBUTION OF ADVERTISEMENTS IN 
THE CHICAGO DEFENDER  T352  
Type of Advertisement Number Percentage Space 
Patent Medicines 97 27 242" x 172" 
Occult Charms 72 20 130" x 90" 
Hair Preparations 44 12 151" x 124" 
Salesmen 32 9 127" x 94" 
Whiskey 18 5 137" x 72" 
Wigs 14 4 57" x 38" 
Questionable Drugs 13 4 26" x 24" 
Schools 11 3 42" x 44" 
Jewelry 10 3 40" x 50" 
Foods 6 2 23" x 22" 
Cigarettes 6 2 51" x 34" 
Glasses 6 2 8" x 14" 
Sports mm mm - 
Automobiles - - - 
Soap and Soap Powder - - - 
Hotels and Resorts - - - 
Books - — mm 
Beer - mm - 
Phonograph Records - - mm 
Clothing - - - 
Household Utilities — mm — 
■^Miscellaneous 14 4 43" x 24" 
TOTAL 343 100 
] t 
1,036" x 832" 
defers to the advertisements which did not fall 
within one of the 24 categories and to those which are less 
than one per cent of all the advertisements which appeared 
in the newspapers examined for the period. 
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The Journal and Guide analyzed for the year. Table 7 on page 
34 gives the number of types and their percentage for this 
period. Fifty-three of this number were devoted to adver¬ 
tisements for hotels and resorts. The Journal and Guide 
carried travel guides and hotel directories throughout the 
year. 
The second largest number of advertisements by type, 
or 16 per cent were concerned with patent medicines such as 
666 Tonic, Feen-a-mint, SSS Tonic, Cardui, Cystex, C-2223, 
Buff's Purgative, Ostrex, Cremulsion and Romond, 
Hair preparations and equipment for improving the 
appearance of the hair occupied 13 per cent of the advertise¬ 
ments in 1948, Hair attachments were next in line, taking up 
nine per cent of the advertising; three per cent of the ad¬ 
vertisements were for hair dye. 
Seven per cent of the advertising was devoted to cos¬ 
metics especially designed for Negro women, such as bleaches 
and ointments to be used for clearing pimples in the skin. 
Other types of advertisements in the issues of the 
paper examined for this period, which were above one per cent 
were; jewelry, four per cent; beer, alcoholic beverages and 
occult charms occupying three per cent each; and insurance, 
phonograph record companies, soap and soap powder, two per 
cent respectively. 
Only one per cent of the advertisene nts were consid¬ 
ered miscellaneous. One of these was a good-will advertise¬ 
ment from The Norfolk and Western Railway, and the other wa3 
from The Trailways Bus Company, 
TABLE 7 
DISTRIBUTION OF ADVERTISEMENTS IN 
THE JOURNAL AND GUIDE 
TÜ2S 
Type of Advertisement Number Percentage Space 
Schools 53 19 96" x 62” 
Patent Medicines 43 16 109" x 124" 
Hair Preparations 36 13 183" x 96" 
Wigs 24 9 113" x 80" 
Cosmetics 16 7 69" x 52" 
Questionable Drugs 10 4 8" x 18" 
Jewelry 10 4 24" x 24" 
Occult Charms 8 3 24" x 20" 
Hair Dye 8 3 38" x 32" 
Beer 8 3 68" x 26" 
Alcoholic Beverages 7 3 57" x 36" 
Phonograph Records 5 2 28" x 20" 
Soap and Soap Powder 5 2 34" x 42" 
Insurance 4 2 48" x 24" 
Clothing - - - 
Salesmen mm - mu 
Cigarettes - - - 
Food - - - 
Books — mm — 
Hotels and Resorts mm - - 
Automobiles - — - 
Glasses - - - 
Sports - - _ 
■Miscellaneous 25 10 86" x 24" 
TOTAL 
- ■ ■ i 
262 100 985" x 680" 
defers to those advertisements which did not fall 
within one of the 24 categories and to those that are less 
than one per cent of all the advertisements which appeared 
in the newspapers examined for the period* 
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Patent medicines took the lead in advertisements in 
1950 in The Journal and Guide; the figures for this period 
are indicated in Table 8 on Page 36. Eighteen per cent of 
the 307 advertisements were of the patent medicines type. 
Thirteen per cent were concerned with hair preparations and 
11 per cent were alcoholic beverage copy. 
There were no advertisements for schools and colleges 
in 1948; however, in 1950, eight per cent of the advertising 
was of this type. Wigs, cosmetics and occult charms were five 
per cent each respectively. Questionable drugs, job opportun! 
ties for salesmen for Zanol products, and clothing occupied 
four per cent each of the advertisements. 
Other advertisements in the 1950 issues which were 
more than one per cent included sports, hair dye, insurance, 
cigarettes, automobiles, jewelry, soap and soap powder. Un¬ 
like 1948, no beer advertisements appeared in these newspapers 
As was true for the year 1950, the leading advertise¬ 
ments in 1952 were concerned with patent medicines, hair prep¬ 
arations and alcoholic beverages. See Table 9 on page 37 for 
the results of the study for this period. Sixteen of the 309 
advertisements in the six issues of The Journal and Guide 
which were analyzed for the study were those dealing with cos¬ 
metics. Included under cosmetics were skin whiteners and face 
powder. 
There were 13 advertisements of football games and 
racing meets. Nine advertisements were classified under 
schools and colleges and nine categorized as occult charms. 
TABLE 8 
DISTRIBUTION OF ADVERTISEMENTS IN 
THE JOURNAL AND GUIDE 
 Ï3SÔ  
Type of Advertisement Number Percentage Space 
Patent Medicines 50 18 111" x 126" 
Hair Preparations 44 13 179" x 96" 
Alcoholic Beverages 36 11 143" x 146" 
Schools 27 8 94» x 62» 
Wigs 17 5 115» x 80» 
Cosmetics 15 5 73» x 52» 
Occult Charms 14 5 35" x 26» 
Drugs 13 4 32» x 28» 
Salesmen 12 4 35» x 28» 
Sports 10 3 83" x 66» 
Hair Dye 7 3 27» x 28» 
Insurance 6 2 43" x 32» 
Cigarettes 6 2 54» x 42» 
Automobiles 6 2 61" x 50" 
Soap and Soap Powder 5 2 43» x 32» 
Jewelry 5 2 10» x 10» 
Food - - - 
Hotels and Resorts - - - 
Books - - - 
Glasses - - - 
Beer - - - 
Phonograph Records - - - 
Clothing - - - 
Household Utilities — 
'^Miscellaneous 34 10 152» x 85» 
TOTAL 307 100 1,220» x 914» 
defers to the advertisements which did not fall 
within one of the 24 categories and to those which are less 
than one per cent of all the advertisements which appeared 
in the newspapers examined for the period. 
56 
TABLE 9 
DISTRIBUTION OF ADVERTISEMENTS IN 
THE JOURNAL AND GUIDE 
 TÏÏE2  
Type of Advertisement Number Percentage Space 
Patent Medicines 70 22 126" x 116" 
Hair Preparations 59 19 172» x 134» 
Whiskey 51 16 395» x 290» 
Cosmetics 16 6 60» x 42» 
Salesmen 14 5 91» x 48» 
Sports 13 5 64" x 62» 
Questionable Drugs 10 4 19» x 16» 
Schools 9 3 35» x 38» 
Occult Charni3 9 3 23» x 16" 
Foods 8 3 44» x 46n 
Insurance 7 2 38" x 32» 
Soap and Soap Powder 6 2 50" x 28» 
Cigarettes 6 2 74» x 60» 
Beer 5 2 30" x 32» 
Hair Dye 5 2 17» x 12» 
Household Utilities 4 1 6» x 10" 
Automobiles 3 1 26" x 20» 
Hotels and Resorts — - 
Jewelry - - - 
Glasses - - - 
Phonograph Records - - - 
Clothing - - - 
Books • — — 
^Miscellaneous 10 4 63" x 26" 
TOTAL 308 100 1,323» x.1,038" 
“^Refers to the advertisements which did not fall 
within one of the 24 categories and to those which are less 
than one per cent of all the advertisements which appeared 
in the newspapers examined for the period. 
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Spiritualist supplies, which included roots, herbs, incense 
and astrological guides were the most frequently occuring of 
the advertisements in the category of occult charms. The Pet 
Milk Company and the Carnation Milk Company place advertising 
copy with The Journal and Guide and occupied three per cent 
of the advertisements for this period, 
Ruppert beer was the most frequently advertised beer in 
in The Journal and Guide for each of the three years studied. 
The makers of Chevrolet and Ford automobiles also placed copy 
with this paper. 
Sun tan dolls, political advertisements, novelties, 
such as toy banks, Norfolk and Western Railway and Trailways 
Bus Company advertisements were among the miscellaneous ad¬ 
vertising copy for the years 1950 and 1952, 
The Afro-American 
In 1948, and in 1952, patent medicines took the lead 
in the number of advertisements which appeared in The Afro- 
American, See Tables 10 and 12 on pages 39 and 41 respective¬ 
ly, Occult charm advertisements led in 1950 (see Table 11, on 
page 40), and patent medicines ranked second. Occult charm 
advertisements held the second largest number of advertisements 
in 1948 and 1952, Hair preparations maintained third place In 
each of the years studied. 
Sixteen per cent of the 248 advertisements in the 
papers examined for 1948 were concerned with patent medicines; 
14 per cent dealt with occult charms, and 12 per cent were 
TABLE 10 
DISTRIBUTION OF ADVERTISEMENTS IN 
THE AFRO-AMERICAN 
 IMS  
Type of Advertisement Number Percentage Space 
Patent Medicines 43 16 136" x 138" 
Occult Charms 38 14 46" x 46" 
Hair Preparations 32 12 129" x 86" 
Wigs 23 9 81" x 58" 
Hotels and Resorts 20 9 38" x 22" 
Schools 12 5 44" x 42" 
Clothing 12 5 56" x 34" 
Cosmetics 9 3 44" x 30" 
Salesmen 13 5 58" x 36" 
Phonograph Records 18 3 73" x 36" 
Jewelry 8 3 18" x 20" 
Hair Dye 7 3 34" x 22" 
Whiskey 6 3 38" x 22" 
Soap and Soap Powder 4 2 28" x 16" 
Questionable Drugs 4 2 ' 10" x 14" 
Beer - - - 
Books - - - 
Cigarettes - - - 
Insurance a# - - 
Household Utilities mm - - 
Automobiles - - - 
Sports - - mm 
Glasses - - - 
Foods - — mm 
^Miscellaneous 9 3 63" x 46" 
TOTAL 248 100 896" x 668" 
defers to those advertisements which did not fall 
into one of the 24 categories and to those that are less 
than one per cent of all the advertisements which appeared 
in the newspapers examined for the period. 
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TABLE 11 
DISTRIBUTION OF ADVERTISEMENTS IN 
THE AFRO-AMERICAN 
 1353  
Type of Advertisement Number Percentage Space 
Occult Charms 97 20 76" X 96» 
Patent Medicines 70 15 157» X 144» 
Hair Preparations 55 12 214» X 164» 
Hotels and Resorts 29 6 55» X 36» 
Salesmen 26 5 120» X 86» 
Wigs 17 3 56» X 90» 
Cosmetics 16 3 89» X 78» 
Foods 16 3 120» X 74» 
Schools 15 3 35» X 28» 
Clothing 15 3 36» X 34» 
Whiskey 15 3 105" X 72» 
Questionable Drugs 15 3 40» X 22» 
Jewelry 12 2 16" X 18» 
Cigarettes 9 2 99" X 64» 
Hair Dye 9 2 30» X 30» 
Soap and Soap Powder 8 2 54» X 18» 
Household Utilities 8 2 12» X 14» 
Hotels 9 2 10» X 14» 
Phonograph Records 7 1 40» X 22» 
Salesmen 6 1 12» X 12» 
Books 5 1 9» X 12» 
TOTAL 453 100 1,385» xl,126» 
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TABLE 12 
DISTRIBUTION OF ADVERTISEMENTS IN 
THE AFRO-AMERICAN 
 ÏÏÏ52  
Type of Advertisement 
i 
Number Percentage Space 
Patent Medicines 78 26 136" x 138" 
Occult Charms 57 19 87" x 128" 
Hair Preparations 44 15 157" x 110" 
Hotels and Resorts 23 8 12" x 36" 
Salesmen 19 6 98" x 66" 
Questionable Drugs 15 5 32" x 32" 
Cosmetics 13 4 62" x 32" 
Schools 9 3 49" x 32" 
Wigs 7 2 24" x 28" 
Hair Dye 7 2 17" x 16" 
Cigarettes 6 2 61" x 44" 
Whiskey 5 2 44" x 18" 
Household Utilities 5 2 8" x 12" 
Foods 5 2 37" x 30" 
Soap and Soap Powder 4 1 36" x 16" 






Beer — mm mm 
Books ____ 
Phonograph Records mm mm mm 
^Miscellaneous 14 5 48" x 24" 
TOTAL 
i 
315 100 918" x 770" 
'"Refers to those advertisements which did not fall 
into one ojT the 24 categories and to those that are less 
than one per cent of all the advertisements which appeared 
in the newspapers examined for the period. 
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devoted to hair preparations. The largest number and per¬ 
centage of occult charms advertisements in The Afro-American 
was found in the 1950 issues, when 20 per cent of the adver¬ 
tising was of this type. There was only a slight decrease 
in 1952 when 19 per cent of the advertising was representing 
such things as lodestones, incense, roots, love drops and 
astrological guides. Both of these years showed a rapid in¬ 
crease over the 16 per cent or 38 advertisements figures in 
1948. 
Hotel and resort figures remained about the same over 
the period studied with 20 such advertisements in 1948, 29 in 
1950 and 23 in 1952. There was a slight increase in the ad¬ 
vertising of cosmetics, from the three per cent of 1948 and 
1950, to four per cent in 1952. 
A wider variety of advertisements was noted in The 
Afro-American in 1950 than for the other years studied. Ad¬ 
vertisements for cigarettes, soap and soap powder and phono¬ 
graph record companies exceeded the percentage of such ad¬ 
vertising in the previous years. 
Twelve per cent of the advertisements in 1948 were 
devoted to wigs, three per cent in 1950, and only two per cent 
in 1952. This noticeable change might be attributed to the 
fact that short hair had become stylish. 
There was a slight decrease over the period in ad¬ 
vertisements of men and women's clothing; in 1948, five per 
cent of the advertisements were concerned with clothing and 
43 
three per cent in 1950. There was only one clothing adver¬ 
tisement in the newspapers which were analyzed for the year 
1952. 
Job opportunities for salesmen for the various prod¬ 
ucts, hut especially for The Afro-American newspaper, re¬ 
mained about the same each year. In 1948, five per cent of 
the advertising was for agents and salesmen, five per cent in 
1950, and six per cent in 1952. 
Other types of advertising which appeared in the 
papers consistently, but not in large numbers were: school and 
college advertisements, alcoholic beverages, jewelry, hair dye 
and household utilities advertising copy. 
Analysis of Language Used in the Advertisements 
The language used in the advertisements which were 
found in the selected newspapers was analyzed according to 
the schedule used by William Whyte when he did a study for 
Fortune magazine on the language used in advertising.^ Whyte 
used five categories for grouping the language in the adver¬ 
tisements which he analyzed. The categories were; (1) ‘'Stock 
appeal," which was the category for the advertisements which 
offered satisfaction guarantees and comfort to the reader; 
(2) "Anti-competition," the category used for the advertise¬ 
ments which asserted that the advertised product was the 
best on the market; (3) "Proof positive," was the category 
%hyte, 0£. cit. 
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set up for the advertisements of products which had been 
scientifically, or otherwise tested for their reliability; 
(4) "Announcement," the category used for the advertisements 
which, were bringing something new to the reader; and (5) 
"Floating comparative," which was used as the category for 
advertisements of products which according to the language 
used, were among the best in their particular market. The 
writer added a sixth category which was labeled "Unclassified," 
and was used for those advertisements which did not fall into 
any one of the other categories. 
The Pittsburgh Courier 
The majority of the advertisements in The Pittsburgh 
Courier were categorized as "stock appeal" advertisements for 
each of the years studies. Figure 1 on page 45 shows the 
language distribution. These advertisements offered satis¬ 
faction guarantees for the most part; however, some offered 
a variety of premiums to the buyer of the product. Never¬ 
theless, there was a slight increase in the "anti-competition," 
"proof positive" and "announcement" categories over the period 
studied. There were very few advertisements which were 
classed as "floating comparative" in either of the years 
studied. 
Alcoholic beverages, a large number of hair prepara¬ 
tions, cigarette advertisements, and a few of the patent 
medicines were categorized as "anti-competition" because their 
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language was designed to convince the reader that the ad¬ 
vertised product was the best on the market In the particular 
field. 
These advertisements used such language as: "America's 
finest whiskey," "The finest whiskey in the country," "It is 
the only one in America containing Olive Oil," ... "does more 
to beautify the hair," "The world's most popular liniment," 
"A famous favorite for rheumatic pain." 
There were advertisements for hair preparations, 
patent medicines, a few cosmetics and hair dye that were 
classified as "proof positive." These advertisements stated 
that the product was, "Doctor recommended," "Scientifically 
tested," "Medically proven," or "Time tested." 
Seventy per cent of the advertisements for each year 
were classified as being those designed for "stock appeal," 
because they promised to refund the cost of the product if 
the purchaser was not pleased, or offered a premium with every 
order. In 1948, the majority of clothing, patent medicines, 
questionable drugs, hair preparations and wigs used the type 
of language which would convince the reader that the product 
would satisfy his needs. Many advertisements of hair prepara¬ 
tions and wigs offered a free gift with each order. 
Those advertisements which presented news and infor¬ 
mation about what was advertised were placed in the "unclassi¬ 
fied" category. School and college advertisements made up the 
greater number of these. 
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The Chicago Defender 
"Stock appeal" advertisements were predominant in The 
Chicago Defender for each of the years studied. See Figure 
2. Patent medicines, hair preparations, occult charms, ques¬ 
tionable drugs, requests for salesmen and wig advertisements 
dominated the type of advertisements in this category. Many 
of these advertisements offered some type of premium with 
any order placed with them. 
Examples of the language used in these advertisements 
were: "Make money in your own home town," "... rich in 
natural A and D vitamins," "Satisfaction guaranteed or money 
refunded," "We send our best quality human hair," "When your 
back hurts, use Doan’s pills," "Get double action relief with 
Dr. Dardwell’s Senna laxative,""Thorough and effective, so 
pleasant tasting," "Always look foi* the trade mark." 
Ten per cent of the advertisements were classified 
as "anti-competition." In this category were alcoholic bev¬ 
erage advertisements, jewelry, hair preparations, some patent 
medicines and hotels and resort advertising copy. 
Examples of the language used in this category were: 
"World’s lowest prices on best grade human hair," "The champion 
beer," "All-American quality ..." "Get the best quality in 
imitation diamond rings," "Ford dealers know best." 
Very few of the advertisements in The Chicago Defender 
were classified in the "announcement" category. These were 
limited a great deal to newly developed cosmetics and hair 
preparations which were ready for the market. 
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Examples of this category were: "Nowl you can have 
straight hair,M "New, improved cigarette lighters," "Gray 
hairs need worry you no more," "Get the new, scientifically 
prepared Dr. Palmer’s Skin Success Ointment." 
The"proof positive" category was limited to soap, 
some patent medicines and hair preparations such as those 
prepared by Dr. Carnot, Examples of this category were: 
"Doctor’s proved it," "Scientifically tested." 
School and college advertisements dominated the un¬ 
classified language types which did not fit well into any 
classification. Five per cent of the advertisements fell in¬ 
to this category. 
The Journal and Guide 
The language of the advertising in The Journal and 
Guide for the period studied was placed into each of the 
categories that were used in the study. See Figure 3. Fifty 
per cent of these advertisements were placed in the "stock 
appeal" category, because they suggested comfort and satis¬ 
faction to the subscriber of the advertisement* 
Most of the hair preparations were classified in the 
"stock appeal" group. A considerable number of these adver¬ 
tisements carried endorsements and testimonials by celebri¬ 
ties, particularly in the music world, and some carried tes¬ 
timonials from beauticians. 
Examples of the type of language used in these adver¬ 
tisements were: "Broadway fashions sent on approval," "55 
I 
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years of distinguished service to race people,” "Send no 
money. Curling iron sent free with each order," "No-cost 
trial offer," "Enjoy better health," "Experience not 
necessary," 
In the "floating comparative" category, soap and 
soap powder advertisements dominated the other types of ad¬ 
vertising, However, there were others such as hair prepara¬ 
tions and cosmetics which were placed in this category be¬ 
cause of their appeal. 
Examples of the use of this category were: "Oxydol 
washes cleaner and whiteri," "For longer, lovelier hair, use 
McGlove’s Sage Glo," "Scott’s Emulsion is more than just a 
tonic," "Ruppert beer is smoother, tastier, more mellow 
Various types of advertising copy fell into the other 
categories. Twenty per cent of the advertisements in 1948 
were "anti-competition" with an increase to 25 per cent in 
1952, The large number of alcoholic beverage advertising copy 
increased this category because of the keen competition in 
the market. 
Examples of this category were: "The fashion center 
for hair ... has no equal," "For the latest and best jazz, 
popular, blues and spirituals, it’s The ï^ecord Center," 
"Really different! Really better!," "Here’s one of the great¬ 
est blood-iron tonics you can buy." 
Examples of "announcement" advertisements over the 
period studied were: "It’s new, get Adolph’s Hair Pomade 
today," "Look what the new Duz does," "Now! lighten rough, 
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dark skin in 3 days," "The amazing new improved medication 
used to help drinkers overcome the habit." This category 
remained practically the same throughout the period studied; 
eight per cent of the advertisements were placed in this 
category in 1948, and in 1950, and 10 per cent in 1952. 
"Proof positive" advertisements increased through 
the years from six per cent in 1948, to 10 per cent in 1950, 
and 12 per cent in 1952. 
The Afro-American 
The advertisements in this newspaper were chiefly 
"stock appeal" advertisements for each of the years used in 
the study. With a few exceptions, most of the patent medi¬ 
cine advertisements on a whole were designed to convince 
readers that the product advertised would bring relief. There 
were few instances of competition or comparison noted in these 
advertisements. 
All of the occult charm advertisements for each of the 
years were considered as those with "stock appeal." Examples 
of occult charm language ares "Do you want money, luck, love?," 
"Do you want to make men obey you?," "Do you have problems 
that need solving?." The above type of advertising language 
was typical of these advertisements, and was designed to make 
the reader believe that the product was the answer to their 
problems. 
Examples of the patent medicines language are: "Black 
Draught, the family laxative," "666 is your answer to cold 
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miseries,” “Lydia pinkham tablets are designed for women 
who feel nervous,” "Gone is the day for suffering ordinary 
pain•” 
Examples of hair preparations, and alcoholic beverage 
“stock appeal” advertisements in The Afro-American are: 
“Everyday thousands are proving Chesterfields smoke milder," 
“Millions of bottles are bought by men who like that clear, 
clean taste,” "Longer hair by using Kotalko amazes N. Y. 
beautician,” “Does your hair need something special?.” 
The percentage of “announcement”, “anti-competition,” 
"floating comparative” and “proof positive” advertisements 
was low in each of the years studied. (See Figure 4), 
Of the 4,418 advertisements which were analyzed in 
the study, the majority in each of the newspapers fell with¬ 
in the "stock appeal” language category. The advertisements 
which offered satisfaction guarantees, premium and comfort to 
the subscriber of the advertisement were placed in the “stock 
appeal” category. Hair preparations, patent medicines, cos¬ 
metics, phonograph companies and wigs made up the bulk of 
this category. 
Alcoholic beverage advertising copy dominated in the 
“anti-competition” category, because there is keen competition 
in this market. The language of these advertisements em¬ 
phasized the point that the product was the best on the market. 
In the “floating comparative” category, soap and soap 
powder dominated the types of advertisements; however, there 
were others such as hair preparations and cosmetics which were 
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placed in this category because of their appeal. 
Patent medicines, hair preparations and cigarette 
advertisements were responsible for the placement of a large 
number of advertisements in the “proof positive1’ category. 
These advertisements emphasized the point that they had been 
scientifically or otherwise tested for their reliability. 
There was a low percentage for each of the newspapers 
for each of the years studied of "announcement” type language 
advertisements. These were limited to new products which 
were being introduced on the market. 
School and college directories led in the “unclassi¬ 
fied” language group, because they did not fit in either of 
the five categories which were used in the study. 
Analysis of Illustrations in the Four 
Selected Newspapers 
The illustrations in the four selected newspapers were 
placed in four categories. Those categories were; (1) adver¬ 
tisements which used Negro models to illustrate the text; (2) 
advertisements which used white models to illustrate the text; 
(3) advertisements which used pictures of the commodity or 
sketches of people whose race could not be determined to il¬ 
lustrate the text; and (4) advertisements whidh did not use 
any illustrations. 
Figures have been used to show the classification of 
the advertisements into the four categories. Four colors 
were used to illustrate the distribution of the illustrations. 
Red dots denote those advertisements which employed the 
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services of Negro models, blue dots denote the use of white 
models, green dots indicate the advertisements which were il¬ 
lustrated with pictures and black dots indicate the advertise 
ments which had no illustrations* 
The Pittsburgh Courier 
As indicated in Figure 5, of the 359 advertisements 
which appeared in the issues of The Pittsburgh Courier ex¬ 
amined for 1948, 40 per cent carried no illustrations. The 
advertisements which carried no illustrations emphasized the 
advertisements with variations in the type of print which was 
used. In some cases, heavy, dark print was used; in others, 
small print was used in combination with heavy, dark print. 
Negro models were used in 17 per cent of the adver¬ 
tisements. Advertisements by Negro concerns, chiefly hair 
preparations and cosmetics were placed in this group. Al¬ 
coholic beverages were cominant in making up the eight per 
cent of advertisements which used white models to illustrate 
the text. 
Thirty-five per cent of the advertisements used 
sketches or pictures to illustrate the text. Many patent 
medicines and all jewelry, eye glasses, hair dye, book adver¬ 
tisements and requests for salesmen were placed in this cate¬ 
gory. 
In 1950, only 30 per cent of the advertisements were 
categorized in the "non-use of illustrations" group. Forty- 











































































to illustrate the text. Negro models were used in 12 per 
cent and white models in 13 per cent of these advertisements. 
In 1952, again, 30 per cent of the advertisements used 
no illustrations. There was a decrease to 35 per cent in the 
use of pictures to illustrate the advertisements. Negro 
models were employed for use in 20 per cent of the advertise¬ 
ments, and white models were used for 12 per cent of the il¬ 
lustrations . 
The Chicago Defender 
In 1948, 15 per cent of the advertisements in The 
Chicago Defender used Negro models, and 25 per cent of the 
illustrations employed white models. (See Figure 6). Forty 
per cent of the advertisements were illustrated with pictures 
of the product advertised or with sketches of people whose 
race was indeterminable. Twenty per cent of these advertise¬ 
ments did not use illustrations, but the nature of the com¬ 
modity was made clear through the effective use of dark type, 
large print, and/or very small type. 
There were only slight changes in the trend in the 
development of Illustrations in this paper in 1950. Fifteen 
per cent of the advertisements used Negro models in the il¬ 
lustrations. There was a noticeable decrease to 15 per cent 
in the percentage of white models used. Forty-five per cent 
of the 460 advertisements in 1950 used either pictures of the 
commodity or sketches of people whose race could not be de¬ 


































































had no illustrations, but depended upon typographic form to 
attract readers. 
Negro models were used more in 1952 than in any of 
the previous years included in the study. Twenty-two per 
cent of the 354 advertisements were illustrated by the use 
of Negro models; only eight per cent used white models.. 
White models were still used in some of the alcoholic beverage, 
patent medicines and food advertisements. 
Forty-seven per cent of these advertisements used 
pictures of the product or sketches of figures to illustrate 
the text. There was a slight decrease to 23 per cent in the 
advertisements which were not illustrated by either pictures, 
sketches or models. Many advertisements for patent medicines, 
schools, questionable drugs and occult charms were presented 
in this manner. 
The Journal and Guide 
According to Figure 7, of the 260 advertisements which 
appeared in the 1948 issues of The Journal and Guide, 23 per 
cent were illustrated by Negro models; only 10 per cent of 
these used white models. The largest percentage fell within 
the group which included advertisements in which pictures of 
the product or drawings of people whose race could not be de¬ 
termined were used to illustrate the advertisements. Fifty 
per cent of the advertisements were classified in this cate¬ 
gory; 17 per cent had no illustrations. 
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cent above the 1948 percentage figures, although white models 
were still occupying 10 per cent of the advertisements. Some 
of the alcoholic beverage and cigarette advertisements used 
white radio and moving picture stars to endorse their com¬ 
modities. Forty per cent of the 1950 advertisements were il¬ 
lustrated with pictures or drawings of the product, and 20 
per cent had no illustrations. 
In 1952, the advertisements in The Journal and Guide 
did not show many changes in the illustrations. The only 
noticeable change was that white models recurred less fre¬ 
quently. 
Thirty-five per cent of the illustrations used Negro 
models for advertising in 1952. Forty per cent of the il¬ 
lustrations in the advertisements were grouped under the 
heading of those illustrations which either used pictures to 
illustrate the text, or drawings of people whose race could 
not be determined. Twenty per cent of these advertisements 
had no illustrations. 
The Afro-American 
The Afro-American was similar to the other papers 
used in the study in that in 1948 there was a comparatively 
high percentage of white models used in the advertisements, 
as is indicated in Figure 8. 
In 1948, 13 per cent of the advertisements presented 
illustrations with white models and only 14 per cent of the 
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advertisements used either pictures to illustrate the text 
or drawings. Twenty-three per cent of these advertisements 
used no illustrations, hut depended on the use of type to 
attract the readers. 
Eleven per cent of the 1950 advertisements used white 
models for illustrations, and 17 per cent of the advertise¬ 
ments used Negro models. Forty per cent of the advertise¬ 
ments in 1950 used pictures or sketches to illustrate the 
text. No illustrations were used in 32 per cent of the ad¬ 
vertisements in this period. 
The use of white models had decreased four per cent 
in 1952, and the use of Negro models had increased three per 
cent. Thirty-five per cent of the advertisements in this 
period used pictures or sketches for illustrations. No il¬ 
lustrations were used in 38 per cent of these advertisements; 
however, there were variations in the type of print which 
was used. 
Space Devoted to Advertising 
The Pittsburgh Courier 
In 1948, 1,143 inches by 930 inches were devoted to 
advertising in The Pittsburgh Courier. (See Tables 1, 2 and 
3). Advertisements for clothing consumed the largest amount 
of space in the issues of the paper examined. These adver¬ 
tisements consumed 212 inches by 120 inches. The average 
size of these advertisements was three inches by two inches. 
Hair preparations advertisements occupied 150 inches 
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by 172 inches. There was a wide variety of sizes of these 
advertisements from one inch by two inches, to nine inches 
by four inches. 
One hundred and thirty three by 122 inches were de¬ 
voted to patent medicine advertisements. There were many 
variations in the size of these advertisements also. 
Alcoholic beverage advertisements usually large, 
occupying 106 inches by 68 inches with eight inches by four 
inches as the average size for this type of advertising. 
In 1950, 1,807 inches by 1,468 inches were devoted 
to advertising in The Pittsburgh Courier, The largest amount 
of space was consumed by advertisements that concerned them¬ 
selves with hair preparations. The amount of space in square 
inches devoted to this type of advertising was 358 inches by 
278 inches. The sizes of these advertisements varied a great 
deal, but those which were three inches by two inches re¬ 
curred most frequently. 
Patent medicines consumed 207 inches by 190 inches. 
This was the second largest amount of space devoted to a 
particular type. One hundred and seventy by 134 inches were 
used for alcoholic beverage advertisements. Most of these 
advertisements were large in size. One hundred and twenty 
three by 112 inches was used for hair attachments, and 110 
inches by 32 inches were consumed by clothing advertisements. 
Jewelry advertisements occupied 108 inches by 96 inches. 
In 1952, advertisements were smaller in square inches 
and only consumed 1,107 inches by 894 inches. The two 
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largest amounts were devoted to patent medicines and hair 
preparations. Patent medicines consumed 185 inches by 184 
inches. Many of these advertisements were one inch by two 
inches or two inches by two inches. Hair preparations con¬ 
sumed 190 inches by 162 inches. 
All of the other types in the six issues of The 
Pittsburgh Courier consumed less than 75 inches, except cos¬ 
metics which occupied 87 inches by 54 inches. 
The Chicago Defender 
As shown in Tables 4, 5 and 6, the largest amount of 
space devoted to advertising in The Chicago Defender was in 
1950. In this year, 1,290 inches by 794 inches were devoted 
to advertising. The second largest amount of space devoted 
to advertising was 1,165 inches by 908 inches in 1948. The 
least amount of space was devoted to advertising in 1952 when 
1,036 inches by 832 inches were used for advertising. 
Patent medicines took the lead in space comsumption 
in 1948 and in 1952. In 1948, 232 inches by 168 inches were 
devoted to this type of advertising, and 242 inches by 172 
inches were occupied in 1952 by patent medicines. Hair prepa 
rations led in space in 1950 with 214 inches by 194 inches. 
Occult charm advertisements occupied the second larg¬ 
est amount of space in 1948 and 1952. One hundred and ninety 
three by 160 inches were consumed in 1948, and 130 inches by 
90 inches in 1950. 
Hair preparation advertisements occupied 197 inches 
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by 154 inches in 1948, and 151 inches by 124 inches in 1952 
in the issues of the paper which were analyzed. 
The Journal and Guide 
It was interesting to note that the largest amount 
of space devoted to any type of advertising in The Journal 
and Guide in the years used in the study was devoted to al- 
cohoLic beverage advertisements in 1952, (See Tables 7, 8 
and 9), Three hundred and ninety-five by 290 inches of space 
was occupied by this type of advertising. 
Hair preparations consumed the largest amount of 
space in each of the years except 1952 when they were second 
largest. In 1948, 183 inches by 96 inches were devoted to 
hair preparation advertisements. One hundred and seventy- 
nine by 96 inches were devoted to this type of advertising 
in 1950, and 172 inches by 134 inches in 1952, 
In 1948, 113 inches by 80 inches were devoted to the 
24 advertisements which were devoted to hair attachments. 
The next largest amount of space in this period was concen¬ 
trated on hotel and resort advertisements. These figures 
were 96 inches by 62 inches. Hair dyes, cosmetics, drugs, 
phonograph records, occult charms, alcoholic beverages, 
jewelry, beer and soap and soap powder advertisements sizes 
were less than 75 inches a type. 
One hundred and eleven by 126 inches were devoted to 
patent medicine advertisements in 1950, It was only natural 
that as the number of alcoholic beverage advertisements 
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increased, the space occupied would also. In this period, 
143 inches by 146 inches were devoted to such advertising. 
In 1950, a large amount of space was taken up by wigs. One 
hundred and fifteen by 80 inches were occupied by wig ad¬ 
vertisements. School and college directories took up 94 
inches by 62 inches. 
Football advertisements occupied 83 inches by 68 
inches in 1950. Seventy-three by 52 inches were devoted to 
cosmetic advertising. 
Patent medicines, hair preparations and akjoholic 
beverages occupied the largest amounts of space in The Jour¬ 
nal and Guide in 1952. These types of advertisements occupied 
693 inches by 540 inches out of the 1,323 inches by 1,038 
inches which were devoted to advertising in this paper in 
1952. 
The Afro-American 
The largest amount of space devoted to advertising in 
this paper was in 1950 wherein 1,385 inches by 1,126 inches 
were occupied. (See Table 11). In 1952, 918 inches by 770 
inches were occupied (see Table 12) and 896 inches by 668 
inches were taken up in 1948, (See Table 10). 
In 1948, the five largest amounts of space were de¬ 
voted to advertisements of the following types: patent medi¬ 
cines, 136 inches by 138 inches; hair preparations, 129 
inches by 86 inches; wigs 81 inches by 58 inches; phonograph 
companies 73 by 36 inches and salesmen and agents advertise¬ 
ments, 58 inches by 36 inches. Other smaller sizes can be 
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found in Table 11. 
Hair preparation advertisements consumed 157 inches 
by 110 inches in 1952. One hundred and thirty-six by 138 
inches were devoted to patent medicine advertisements. Re¬ 
quests for salesmen occupied 98 inches by 66 inches and oc¬ 
cult charms took up 87 inches by 128 inches. 
Changes That Have Taken Place in the Pattern of 
Advertising in the Selected Papers 
The Pittsburgh Courier 
There were more noticeable increases in cigarette and 
food advertisements from national advertisers in The Pitts¬ 
burgh Courier for the period studied. The paper was re¬ 
ceiving advertising copy from such national advertisers as: 
The Carnation Milk Company, The Pet Milk Company and The 
Quaker Oats Company. The advertisements in 1952 also re¬ 
vealed that the makers of SSS Tonic, Creomulsion, Moroline, 
Vaseline and famous named brand cigarettes were also placing 
copy with this newspaper. 
Occult charm advertisements increased in the paper, 
rather than decreased. There were noticeable increases in 
the size of some of the patent medicine advertisements. 
Vaseline advertisements increased from two inches by two 
inches in 1948 to four inches by two inches in 1952. The Pet 
Milk Company and The Carnation Milk Companies advertisements 
also increased in size. In 1952, these advertisements car¬ 
ried photographs of Negro families, with their endorsements 
in good, clear illustrations. 
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The number and size of most of the advertisements 
fluctuated over the years studied, but with patent medicines 
taking the lead in both 1950 and 1952 in the number of ad¬ 
vertisements. 
The Chicago Defender 
The total number of advertisements which appeared in 
the issues of The Chicago Defender which were examined in the 
study varied over the years# There were 384 advertisements 
in 1948, 460 in 1950 and 354 in 1952. 
The greatest increase in nationally advertised com¬ 
modities was in the alcoholic beverage group. In 1948, there 
were nine such advertisements, none in 1950, and a jump to 
18 in 1952. These advertisements also increased in size over 
the period. In 1948, four of the nine advertisements used 
white models and the remainder used pictures to illustrate 
their advertisements. However, in 1952, Negro male models 
were used to endorse the beverage in 12 of the 18 adver¬ 
tisements. 
Increases were also noticed in the number of patent 
medicines which were nationally advertised. There were al¬ 
so increases in the amount of food copy that this paper was 
able to secure. Colgate tooth paste, Beech-Nut chewing gum, 
Carnation milk, Pet milk and in one case, Radio Corporation 
of America placed copy with this paper. 
Twenty per cent of the 1952 advertising was still 
concentrated on occult charms. This revealed an increase 
rather than a decrease. 
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The Journal and Guide 
There were 260 advertisements in the 1948 issues of 
this paper, 307 in 1950 and 309 in 1952, 
Number and space data which was secured from the 
analysis revealed that there were several increases in na¬ 
tional advertising in this paper. There were patent medicine 
advertisements for such nationally advertised products as 
Hadacol, The Vicks products, Musterole, Castoria, Sloan*s 
Liniment and 666 Tonic which appeared in the paper examined. 
These advertisements, with 666 Tonic as the exception, grew 
in size from the average two inches by two inches to three 
inches by two inches and, in some instances four inches by 
two inches. 
Alcoholic beverages, foods, soap and soap powder, 
cigarette and beer copy were other nationally advertised com¬ 
modities which increased in size and number over the period 
studied. Automobile copy also appeared in 1950 and 1952, 
The two automobile manufacturers that used this paper were 
the makers of Ford and Chevrolet, 
Occult charms were limited to the "mail order section" 
of the paper with only nine advertisements in this category 
in 1952, 
The Afro-American 
Alcoholic beverages, foods, cigarettes and soap and 
soap powder advertisements were the more noticeable nation¬ 
ally advertised commodities which had copy in The Afro-American 
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in 1952. Though the paper had a few of these types in 1948, 
they increased in size and frequency over the period under¬ 
taken in the study, ‘^'here were also increases in the number 
of nationally advertised patent medicines, and the SSS Tonic 
Company placed an advertisement on each page of some of the 
1952 issues that were analyzed. The sizes of these adver¬ 
tisements also increased. 
Occult charm advertisements showed the greatest in¬ 
crease of any of the advertisements in The Afro-American. 
In 1948, 43 of the advertisements were this type, and 97 were 
occult advertisements in the 1950 issues examined. Fifty- 
seven advertisements in 1952 were devoted to this type. 
CHAPTER IV 
COMPARISON OP THE FOUR SELECTED NEWSPAPERS 
It is the purpose of this chapter to compare the four 
selected newspapers which were used in the study according to 
the following: (1) the most frequently occurring types of ad¬ 
vertisements; (2) the language used in the advertisements; 
(3) the types of illustrations that were used; (4) the amount 
of space devoted to advertising in each of the papers; and 
(5) the changes which have taken place in the pattern of ad¬ 
vertising in the four newspapers from 1948 through 1952, 
The Most Frequently Occurring Types 
of Advert ising 
Twenty-five categories were used for classifying the 
types of advertisements which appeared in the selected news¬ 
papers, The categories were; (1) patent medicines; (2) hair 
preparations; (3) occult charms; (4) schools and colleges; 
(5) hotels and resorts; (6) salesmen; (7) questionable drugs; 
(8) clothing; (9) cosmetics; (10) wigs; (11) hair dye; (12) 
phonograph records; (13) books; (14) food; (15) cigarettes; 
(16) soap and soap powder; (17) beer; (18) insurance; (19) 
household utilities; (20) eye glasses; (21) automobiles; (22) 
sports; (23) jewelry; (24) alcoholic beverages; and (25) 
miscellaneous. The last category was used for those 
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advertisements which did not fit in either of the 24 cate¬ 
gories and for those advertisements which were less than one 
per cent of the other advertisements which appeared in the 
newspapers examined in the particular period. These facts 
are summarized in Table 15. 
The analysis revealed that those advertisements which 
were classified as ''patent medicines" were predominant in 
each of the newspapers which were used in the study. The 
Pittsburgh Courier included 260 such advertisements; there 
were 250 such advertisements in The Chicago Defender; 163 
of The Journal and Guide advertisements were of this type, 
and there were 191 patent medicine advertisements in The 
Afro-American for the period covered by the study. 
Hair preparations ranked second and the most fre¬ 
quently occurring type of advertisements in The Pittsburgh 
Courier and The Journal and Guide. In the other two papers, 
advertising for occult charms placed second and hair prepa¬ 
rations were the third most frequently occurring type. Six 
per cent of the advertisements in The Pittsburgh Courier were 
of occult charms, and only four per cent of The Journal and 
Guide advertisements were of this type. 
Advertisements which were concerned with clothing 
made up eight per cent of the advertisements in The Pittsburgh 
Courier. Four per cent of the advertisements in The Chicago 
De fender were of this type and three per cent of The Afro- 
American advertisements were concerned with clothing. The 
Journal and Guide included no advertisements of this type. 
TABLE 13 
DISTRIBUTION OF ADVERTISEMENTS IN THE FOUR SELECTED NEWSPAPERS 
Type of 
Advertising 
The Pittsburgh The Chicago The Journal and The Afro- 
Courier (1,335) Defender (1,187) Guide (874) American (1,022) 
Number Percentage Number Percentage 'Number Percentage Number Percentage 
Patent Medicines 260 19 250 21 163 19 191 19 
Hair Preparations 192 14 170 14 139 16 131 13 
Clothing 107 8 49 4 - - 31 3 
Hotels and Re¬ 
sorts 77 6 46 4 —, 81 8 
Salesmen 76 6 68 6 26 3 64 6 
Occult Charms 75 6 195 16 31 4 192 19 
Schools and 
Colleges 71 5 46 4 89 10 36 4 
Hair Dye 58 4 44 4 20 2 23 2 
Jewelry 56 4 68 6 15 2 20 2 
Questionable Drugs 50 3 51 4 33 4 34 3 
Cosmetics 50 3 37 3 47 5 38 4 
Wigs 49 3 80 7 41 5 47 5 
Alcoholic Beverages 48 3 26 2 94 11 26 3 
Phonograph Records 38 3 21 2 5 - 15 1 
Books 23 2 - - - - 5 — 
Food 21 2 6 - 8 1 21 2 
Glasses 21 2 13 1 - - - - 
Household 
Utilities 12 1 5 4 13 1 
Cigarettes 5 - 6 - 12 1 mm mm 
Soap and Soap 
Powder 4 mm 16 2 16 2 
Beer - - - - là 1 - 
Insurance - - - - 17 2 — — 
Automobiles - - - - 9 1 * 
Sports - - - - 23 3 - - 
Miscellaneous 42 4 43 4 69 8 23 2 
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It was evidenced in the newspapers examined that The 
Journal and Guide publishers received more alcoholic beverage 
copy than the other publishers. Eleven per cent of their ad¬ 
vertising was concerned with alcoholic beverages. Three per 
cent of the advertisements in The Pittsburgh Courier and The 
Afro-American were devoted to the advertising of alcoholic 
beverages and only two per cent of The Chicago Defender ad¬ 
vertisements were concerned with such advertising copy. 
The Journal and Guide led the other newspapers in the 
number of advertisements which were devoted to schools and 
colleges. Ten per cent of their advertisements for the period 
studies were school and college advertisements. 
Seven per cent of The Chicago Defender advertisements, 
five per cent of The Journal and Guide and The Afro-American 
advertisements dealt with hair attachments. Three per cent 
of the advertisements in The Chicago Defender were devoted to 
this type of advertising. 
The Afro-American had more advertisements for hotels 
and resorts than the other newspapers. The Pittsburgh Courier 
had more advertisements which were devoted to job opportuni¬ 
ties for salesmen. The Chicago Defender led in questionable 
drug advertisements. 
It was interesting to note that the number of cos¬ 
metic advertisements was comparatively low in each of the 
newspapers. There were 50 cosmetic advertisements in The 
Pittsburgh Courier, 37 in The Chicago Defender, 47 in The 
Journal and Guide and 38 in The Afro-American. 
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There was a considerable number of hair dye adver¬ 
tisements in each of the papers. Fifty-eight such advertise¬ 
ments were analyzed in The Pittsburgh Courier, 44 in The 
Chicago Defender, 20 in The Journal and Guide and 23 in The 
Afro-American. 
It was revealed in the study that The Chicago De¬ 
fender had no percentage of advertisements devoted to soap 
and soap powder, and the percentage in the other papers was 
very low. 
It was also revealed that The Journal and Guide was 
able to secure beer, Insurance and automobile copy wherein 
the other three newspapers were unable to do so. 
There were 56 advertisements for jewelry in The 
Pittsburgh Courier, 68 in The Chicago Defender, 15 in The 
Journal and Guide and 20 in The Afro-American. 
Only a small number of advertisements were placed 
under the heading of miscellaneous for each of the papers. 
Analysis of the Language Used in the 
Advertisements of the 
Selected Newspapers 
The language used in the advertisements in the four 
selected newspapers was placed into six categories. The 
categories were: (1) ’’Floating comparative” which was used 
for the advertisements in which the advertised commodity was 
compared with other similar commodities; (2) ’’Anti-compe¬ 
tition,” which was used for the advertisements which empha¬ 
sized that the commodity advertised was the best or the only 
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such product; (3) "Announcement" which was used for those 
advertised products which were designed to attract the 
reader because it was something new being brought to the 
attention of the public; (4) "proof positive," which was the 
category used for the advertisements which had been proved 
safe either through scientific testing or the testimony of 
doctors; (5) "stock appeal," which applied to all advertise¬ 
ments which were constructed to appeal to the reader because 
they were free on a trial basis, and (6) "unclassified," 
which applied to all advertisements which merely gave infor¬ 
mation about the item advertised with no particular appeal, 
except information* 
Many of the advertisements which were found in one 
paper, were also included in the other newspapers, so the 
language used in the advertisements was much the same. The 
difference came in the numbers of such advertisements on a 
particular paper. For example, in 1950, in one issue each 
of The Pittsburgh Courier and The Chicago Defender, there 
was an advertisement for 666 Tonic on every page except the 
editorial pages. This was not true of the other two papers, 
wherein the articles were limited in some instances to one 
such advertisement per issue. 
The study of the language used in the advertisements 
of the four selected Negro weekly newspapers revealed that 
the majority of the advertisements used "stock appeal" lan¬ 
guage. As indicated in Figure 9, advertisements for hair 
preparations, hair attachments, hair dye, jewelry, salesmen, 
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Fig. ©.■— Language Used in the Advertisements in the 
Four Selected Newspapers. 
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phonograph records, occult charms, cosmetics and a large 
number of patent medicines were placed in the "stock appeal" 
category* Many of these advertisements sought to attract 
the reader by asking a question which was usually constructed 
to imply that the particular product would satisfy their 
needs• 
The Journal and Guide led in advertisements which 
used "anti-competition" language. This was probably due to 
the fact that this paper led in alcoholic beverage advertise¬ 
ments. Because of the vastness of this market, there is much 
competition revealed in the language of these advertisements. 
This was also true of beer and cigarette advertising. Some 
of the soap and soap powder advertisements in The Journal and 
Guide, The Afro-American and The Pittsburgh Courier employed 
"anti-competition" language to appeal to their readers. 
Many hair preparation and wig advertisements in each of the 
papers were written to convince the reader that the product 
advertised was made of the best quality, and by skilled hands. 
Most of the hotel and resort advertisements in each of the 
papers, except The Journal and Guide which had no copy in 
this category, used "anti-competition" language. 
Advertised commodities which attracted the readers 
through a doctor's recommendation or scientific testing 
ranked about the same in each of the papers. A large number 
of patent medicines, hair preparations, questionable drugs 
and cosmetics were grouped in this category for each of the 
newspapers. 
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The number and percentage of advertisements in the 
’’floating comparative” and ’’announcement” categories was very 
low in each of the papers# However, both of these categories 
showed slight increases by 1952. 
Approximately 10 per cent of the advertisements in 
each of the papers were left unclassified. These advertise¬ 
ments were not classified in a language category because they 
had no special appeal but served to give the reader informa¬ 
tion. School advertisements and college directories were 
dominant in this group. 
Illustrations Used in the Advertisements 
The illustrations in the newspapers were analyzed 
according to the following: (1) the use of white models; (2) 
the use of Negro models; (3) the use of pictures or drawings 
for illustrative purposes and (4) the non-u3e of illustra¬ 
tions. These facts are summarized in Figure 9. 
It was revealed in the analysis that the paucity of 
Negroes for modeling illustrative advertisements was re¬ 
placed by more frequency of their employment. In 1948, in 
each of the papers, the use of Negro models for illustra¬ 
tions in advertisements was very limited. White models ap¬ 
peared in many of the illustrations; however, more illustra¬ 
tions included pictures of the advertised product or drawings 
of people whose racial affiliation could not be determined. 
All of the hair preparations advertised which were 
illustrated, used Negro models, perhaps, because these 
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The Journal and Guide 
50 
' : ' Y. Negro Models 
White Models 
Pictures or Sketches 
No Illustrations 
Figure 9.-- Illustrations in the Four Selected Newspapers 
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advertisements were secured from Negro concerns. Those 
which did not use models, presented pictures of their prod¬ 
uct, or used no illustrations at all. This was true of each 
of the papers. A large number of patent medicine illustra¬ 
tions used pictures of the product or a symbol which per¬ 
tained to the product advertised. 
More increases in the use of Negro models in nation¬ 
ally advertised commodities was evidenced in the food, al¬ 
coholic beverage, cigarettes and beer advertising copy. Soap 
and soap powder copy also showed increases in this category. 
The nine automobile advertisements which were found 
in issues of The Journal and Guide pictured the cars.and, in 
one instance, a Ford truck but no models, ^his was inter¬ 
esting because, in recent years, automobile copy has carried 
many illustrations with women and automobile salesmen as the 
models. 
Of the 76 requests for salesmen which appeared in 
the issues of The Pittsburgh Courier, 47 used white male 
models. In a few cases, where women’s dresses were adver¬ 
tised, white women were used as the models. 
Those advertisements which used no illustrations, 
but which depended upon variations in type of print to at¬ 
tract their readers was about the same in each of the papers. 
A large number of patent medicines were placed in the cate¬ 
gory of "non-use of illustrât ions ,M 
By 1952, there was a definite decline in the use of 
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white models in illustrations; however, many advertisers 
were still depending upon the use of pictures or drawings 
to illustrate the text of their product. 
Space Devoted to Advertising 
The advertisements in each of the newspapers analyzed 
in the study were measured in square inches. This was done 
for a two-fold purpose: (1) to discover approximately how 
much space was devoted to advertising, and (2) to discover 
approximately how much space was devoted to the various types 
of advertisements in each of the newspapers. These figures 
can be found in Table 14. 
The Pittsburgh Courier had more space devoted to ad¬ 
vertising with 4,057 inches by 3,292 inches. There were 
3,528 inches by 2,632 inches of space devoted to advertising 
in The Journal and Guide. The Chicago Defender used 3,491 
inches by 2,534 inches, and 3,199 inches by 2,564 inches was 
used by The Afro-American. 
The study revealed that patent medicines and hair 
preparations occupied the greatest amount of space in The 
Pittsburgh Courier, The Chicago Defender and The Afro- 
American. Alcoholic beverages and hair preparations, with 
patent medicines ranking third, occupied the most space in 
The Journal and Guide. Advertisements of alcoholic beverages 
took up a large amount of space in the other papers, but not 
as much as was the case with The Journal and Guide. 
The Chicago Defender devoted more space to occult 
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charm advertisements than the other papers. The Journal and 
A 
Guide devoted the least amount of space to this type of ad¬ 
vertising. 
The Journal and Guide used more space for schools and 
colleges and The Pittsburgh Courier devoted almost as much 
space to this type of advertising. More space was devoted to 
phonograph records in The Pittsburgh Courier than in the other 
newspapers, 
Hotels and resort advertising space was largest in The 
Afro-American, This paper also had more space devoted to op¬ 
portunities for salesmen than the other papers. 
The Pittsburgh Courier used 381 inches hy 234 inches 
for clothing advertisements, The Chicago Defender 201 inches 
by 126 inches, and The Afro-American 102 inches by 76 inches. 
The Journal and Guide did not devote any space to this type of 
advertising. 
The least amount of space used for advertising in The 
Pittsburgh Courier was for hotels and resorts, questionable 
drugs, books, cigarettes, soap and soap powder and household 
utilities; the largest amount of space was used for hair 
preparations, patent medicines, schools, clothing, salesmen, 
hair dye, phonograph records and alcoholic beverages. 
The Pittsburgh Courier, The Chicago Defender and The 
Journal and Guide did not devote much space to advertisements 
of hotels and resorts, questionable drugs or household util- 
it les 
86 
Each of the papers used a large amount of space for 
wigs, salesmen, cosmetics, schools and alcoholic beverage ad¬ 
vertisements. 
The Pittsburgh Courier and The Afro-American devoted 
space to advertisements for books, but the other two papers 
did not. The Journal and Guide was the only one of the 
papers which devoted space to beer, insurance and automobile 
advertising copy. 
The Journal and Guide had more space in the miscel¬ 
laneous category than the other newspapers. See Table 14, 
Changes That Have Taken Place in the Pattern 
oi1 Advertising i'n the ffoug, 
S e lected Yews paper s r” 
There were some noticeable changes in the pattern of 
advertising in the four newspapers which were peculiar to 
each. The most noticeable change was the use made of Negro 
models. In each of the papers in 1948 there were few Negro 
'models and more white models used, but this changed some¬ 
what over the period used in the study. 
Each of the papers was receiving more national ad¬ 
vertising copy in 1952, than in the previous years studied. 
Food advertisements increased, especially in The Afro- 
American, There were also developments in the securing of 
soap and soap powder advertising through these newspapers. 
Though patent medicines occupied large numbers and 
spaces in each of the papers, more nationally advertised 
medicine copy appeared in the papers in 1952 than in 1948, 
TABLE U 
SPACE DEVOTED TO ADVERTISEMENTS 
Type of 
Advert i s emenfc 
The Pittsburgh 
Courier (4,057x3,292) 
The Chicago Defender 
(3,491x2,534) 


























Patent Medicine 260 525"x496" 2x2 250 594"x462" 3x2 163 346"x366" 2x2 191 429"x420" lgXl 
Hair Preparations 192 678"x612" Zkx2 170 572"x472" 2x1 139 534"x326" 3x2 131 500"x360" 4§x2 
Ocoult Charms 75 i64"xi26" 2àc2 195 519"x304" 2x2 31 82"x62" 1x2 192 209"x270" l|x2 
Schools and Colleges 71 220Mxl84" 2§x2 46 104"x72" 4x2 89 225
,,X162M o 36 128"xl02" 3x4 
Hotels and Resorts 77 92"xl04” 1x2 9 18"xl2" ih2 - - - 81 105"x94" lix2 
Salesmen 76 188"xl72” 2x2 68 259"x212" 3x2 26 I26"x76" 4x2 64 276"xl88" 3|x2 
Questionable Drugs 50 92"x78" làx2 51 77"x96" 1x2 33 59"x62" 1^x2 34 82"x68" 2x2 
Clothing 107 ssi^s^' 2ix2 49 201"xl26" 3x2 - - - 31 I02"x76* 3x2 
Cosmetics 50 123wxl68" 2x2 37 93"x56" 2x2 47 202"xl44" 3x4 38 195"xl40" 4^2 
Wigs 49 i8i"xi62" 3x2 80 211"x230
w 2x2 41 225nxl60" 4x4 47 161"xl76" 4x2 
Hair Dye 58 227"xl52" 3x2 44 163"xl40" 2|x2 20 82"x72" 4x2 23 81"x68" 3^x2 Î 
Phonograph Records 38 237Mxl20" 2-|x2 21 112"x44" 4x2 5 28"x20" 5x4 16 113"x58" 6x4 
Books 23 871*x84" 3|x2 - - - - mm - 5 9"xl2" 1^2 
Food 21 144"x84" 6x4 6 23"x22" 2»x2 8 44"x46" 5x4 21 157"xl07“ 6x4 
Cigarettes 5 62"x48" 16x8 6 ôl
1^# 6x4 12 128"xl02" 10x8 - - - 
Soap and Soap Powder 4 27"xl6" 3x4 - mm - 16 127"xl02" 8x6 16 118"x50" 6^x21 
Beer « • — mm - - 13 98"x58" 6^x4 mm - - 
Insurance _ - - - - - 17 129"x88" 6x4 - - - 
Household Utilities 12 35"x28" 2gx2 5 10"xl0" 2x2 4 6"xl0" 1x2 13 20"x20" Iès2 
Glasses 21 150"x94" 6x4 13 29"x42" 2x3 - - mm - - - 
Automobiles _ - - - - - 9 87"x70" 8x2 - mm - 
Sports - - - - - 23 147"xl28" 6ax4 - - - 
Jewelry 56 162"xl52" 2x2 68 166
Hxl60" 2^x2 15 34"x34" 2x2 20 34"x38" 1x2 
Alcoholic Beverages 48 214"xl64" 4x2 26 221"xl04" 8x4 94 595
Mx472w 6^x4 26 187"xll2" 7x4 
Miscellaneous 42 79"x54" llbc2 43 119"x62" 2Üjx2 69 301"xl38" 4x2 23 lll"x90" 3^x4 
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Colgate tooth paste advertising copy appeared in The 
Journal and Guide and The Chicago Defender; however, there 
was not enough of such advertisements for a percentage figure. 
By 1952, there were also excellent Carnation and Pet Milk ad¬ 
vertisements in The Journal and Guide and The Afro-American, 
The size of cigarette advertisements increased in each of the 
papers, Beech-Nut chewing gum was being advertised in The 
Chicago Defender in 1950, but not enough to form a percentage 
of the other advertisements. 
Occult charm advertisements increased in The Pitts¬ 
burgh Courier in 1952, but decreased in size and number in 
the other newspapers. 
The sizes of alcoholic beverages, soap and soap powder, 
some patent medicines and foods increased in size as well as 
frequency. This was particularly true in The Journal and 
Guide and The Afro-American, 
CHAPTER V 
SUMMARY AND CONCLUSIONS 
It is the purpose of this chapter to analyze the 
findings of the study on the pattern of advertising in four 
selected Negro weekly newspapers. The papers having the 
greatest circulation among the Negro weekly newspapers were 
used in the study, namely, The Pittsburgh Courier, The 
Chicago Defender, The Journal and Guide and The Afro-American. 
The five year period covered by the study embraced the years 
1948 through 1952* 
The study was undertaken because it was felt that 
with the rapid rise in the economic status of the Negro, and 
with the growing recognition of the Negro press, the char¬ 
acter of advertising in Negro newspapers had changed. Ad¬ 
vertising today is ;such a vast field, it was significant to 
discover to what extent this vastness extended over and into 
the Negro press and what areas showed most development. 
The writer analyzed the advertisements which appeared 
in every tenth issue of each of the newspapers for the years 
1948, 1950 and 1952. The advertisements were analyzed ac¬ 
cording to (what was advertised: (2) the language used in the 
advertisements ; (3) the type of illustrations used; (4) the 
size of the advertisements and (5) the changes which took 
place in the pattern of the advertisements over the period 
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undertaken in the study. Comparisons were made of the adver¬ 
tisements found in the four newspapers, 
Questionnaires were sent to the advertising managers 
of each of the four newspapers in order to find out whether 
they follow specific policies in accepting advertisements. 
The Pittsburgh Courier, The Chicago Defender and The Journal 
and Guide follow specific and clear-cut policies in ac¬ 
cepting advertisements for publication in the newspapers, 
and each policy is designed to protect the interests of 
readers by omitting advertisements which are misleading or 
fraudaient in content. The publishers of The Afro-American 
did not reply to the questionnaire. 
It was brought out through the three responses to the 
questionnaires that The Journal and Guide has been able to 
secure a larger amount of copy from national advertisers than 
the other two publications. Recently, however, more national 
advertisers have placed copy with the other three Negro news¬ 
papers , 
Patent medicines were the most frequently occurring 
type of advertising in each of the four newspapers which were 
used in the study, and hair preparations ranked second in 
three of the papers. Occult charm advertising ranked second 
in The Chicago Defender; hair preparations ranked third. 
Eleven per cent of the advertisements in The Journal 
and Guide were concerned with alcoholic beverages; however, a 
very small percentage of the advertisements in the other 
newspapers were this type. 
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Eight per cent of the total number of advertisements 
which appeared in The Pittsburgh Courier dealt with clothing; 
The Afro-American and The Chicago Defender had a small amount 
of this type of advertising, and The Journal and Guide did 
not carry such copy* The Journal and Guide was the only one 
of the papers which was able to secure a percentage of beer, 
insurance and automobile advertising copy* 
There was a total of 4,418 advertisements analyzed 
in the four newspapers for the period used in the study* One 
thousand, three hundred and thirty-five advertisements ap¬ 
peared in The Pittsburgh Courier, 1,187 in The Chicago De- 
fender, 874 in The Journal and Guide and 1,022 in The Afro- 
American, 
The study of the language used in the advertisements 
revealed that the majority of the advertisements used ’’stock 
appeal” language, ’’Stock appeal” was applied to those ad¬ 
vertisements which offered comfort and satisfaction to the 
reader, usually on a free trial basis. 
The Journal and Guide led the other three newspapers 
in advertisements placed in the "anti-competition” category. 
This was probably due to the fact that this paper led in al- 
aoholic beverage and soap and soap powder advertising types 
and there is much competition in both of these areas, 
"Proof positive" language type advertising which empha¬ 
sized scientific testing or doctor's recommendation ranked 
about the same in each of the papers, with about 15 per cent 
placed in this category. 
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The number and percentage of advertisements in the 
"floating comparative" and "announcement" categories were 
very low in each of the newspapers. However, both of these 
categories showed slight increases in 1952. 
The illustrations in the newspapers were analyzed 
according to the following (1) the use of Negro models; (2) 
the use of white models; (5) the use of pictures to illus¬ 
trate the text and (4) the non-use of illustrations. 
It was revealed in the analysis that there was an in¬ 
crease in the use of Negro models, particularly in The 
Journal and Guide, and a decrease in the use of white models 
for illustrating purposes in each of the papers. 
There was still much use made of pictures and 
sketches to illustrate the text of advertisements in 1952, 
and a considerable number which did not use any illustra¬ 
tions throughout the period studied. 
Each of the advertisements in each of the papers was 
measured in square inches. This was done in order to dis¬ 
cover approximately how much space was devoted to advertis¬ 
ing, and to discover approximately how much space was devoted 
to the various types of advertisements in each of the news¬ 
papers . 
The Pittsburgh Courier seemed to have realized the 
most income revenue from advertising because they had more 
space devoted to advertisements; The Journal and Guide the 
second largest, The Chicago Defender the third largest and 
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The Afro-American the least amount of the four papers studied. 
The study revealed that patent medicines and hair 
preparations occupied the largest amounts of space in The 
Pittsburgh Courier, The Chicago Defender and The Afro- 
American. Alcoholic beverages and hair preparations, with 
patent medicine ranking third occupied the largest amounts 
of space in The Journal and Guide. Alcoholic beverages took 
up a large amount of space in the other papers, but not as 
much as was the case with The Journal and Guide. 
There were some noticeable changes in the pattern of 
advertising in the four newspapers which were peculiar to 
each. The most noticeable change was the use made of Negro 
models for illustrative purposes. Whereas, in each of the 
papers in 1948, there were few Negro models, and more white 
models, this changed somewhat over the period covered by the 
study, especially so in The Journal and Guide. 
Each of the papers was receiving more national ad¬ 
vertising copy in 1952, than in the previous years studied. 
There were increases in food copy, soap and soap powder copy, 
tooth paste, chewing gum, and alcoholic beverage advertising. 
There were decreases in the number of advertisements 
which were classified as "occult charms" in The Chicago De¬ 
fender, The Journal and Guide and The Afro-American; however, 
this type of advertising increased in The Pittsburgh Courier 
in 1952. 
Advertising in the Negro press as seen through the 
four newspapers which were used in this study is developing 
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into a lucrative business enterprise. The growth of na¬ 
tional advertising through the Negro press has been slow 
because it was not until recently that national advertisers 
have been made aware of the economic status of the Negro, 
Whereas, in previous years, national advertisers were hesi¬ 
tant about placing advertising copy with the Negro press, 
this has changed. Because the Negro economic level was very 
low, national advertisers felt that it would be a waste of 
money to place copy with Negro newspapers, and that the buyer 
could be reached through the white daily papers. For this 
reason, the greatest amount of advertising revenue for Negro 
publications had come from Negro businesses. 
This writer believes that in the coming years, the 
advertisements in the Negro newspapers will not "minister 
chiefly to some ’racial need, ,,. with a peculiar flavor all 
its own,"-*- but will represent more general advertising. 
^Burma, op. cit. 
BIBLIOGRAPHY 
Books 
Ayer, N. W. and Sons. Directory of Newspapers and Periodi¬ 
cals. Philadelphia: Ayer, 1950. p. 64. 
Detweiler, Frederick G* The Negro Press in the United 
States. Chicago: University of Chicago Press, 1922, 
Fleming, G. J. "The Negro Market," Problems of the Negro. 
Edited by Gunnar Myrdal, New York: Carnegie, 1945. 
pp. 1-5. 
Oak, Vishnu V. The Negro Newspaper. Yellow Springs, Ohio: 
Antioch, 1948. pp. 112-114. 
Starch, Daniel. Principles of Advertising. New York: McGraw- 
Hill, 193ü^ p. 36. 
Articles 
Burma, John H. "An Analysis of the Present Negro Press," 
Social Forces, XXVI, December, 1947, p. 179, 
"Chemicals Biggest Ad Spender," Business Week, No. 1184, 
May 10, 1952, p, 46. 
Gallup, George and Robinson, Claude. "How Good Is An Ad, 
Really?," Business Week, No. 1163, July 28, 1951, 
p. 21. 
"The Negro Market: How To Tap 15 Billion in Sales," Time, 
LXIV, July 5, 1954, p. 70. 
Whyte, William. "Language of Advertising," Fortune, XLV, 
September, 1952, pp. 98-101. 
Unpublished Material 
Irving, Rhonda Gooding. "Advertising in Negro Newspapers." 
Unpublished Master's thesis, Department of Library 
Service, Ohio State University, 1935. 97 p* 
95 
96 
Jourdain, Beatrice L. "The Negro Press: A History and 
Analysis." Unpublished Master’s thesis, Department 




















The Chicago Defender 
The Chicago Defender 
The Chicago Defender 
The Chicago Defender 
Newspapers 
January 3, 1948. 
March 13, 1948. 
May 22, 1948. 
July 31, 1948. 
October 9, 1948. 
December 18, 1948. 
January 7, 1950, 
March 18, 1950. 
May 20, 1950. 
August 5, 1950. 
October 14, 1950. 
December 23, 1950. 
January 5, 1952. 
March 15, 1952. 
May 24, 1952. 
August 2, 1952. 
October 11, 1952. 
December 20, 1952. 
. January 2, 1948 
. March 12, 1948. 
. May 21, 1948. 
. July 30, 1948. 
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The Chicago Defender, 
The Chicago Defender, 
The Chicago Defender, 
The Chicago Defender, 
The Chicago Defender, 
The Chicago Defender, 
The Chicago Defender, 
The Chicago Defender, 
The Chicago Defender. 
The Chicago Defender, 
The Chic ago Defender. 
The Chicago Defender, 
The Chicago Defender, 
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The J ournal and Guide 
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98 
The Journal and Guide. January 5, 1952. 
The Journal and Guide. March 15, 1952. 
The Journal and Guide. May 24, 1952. 
The Journal and Guide. August 2, 1952. 
The Journal and Guide. October 11, 1952. 
The Journal and Guide. December 20, 1952. 
The Pittsburgh Courier. January 3, 1948. 
The Pittsburgh Courier. March 27, 1948. 
The Pittsburgh Courier. May 22, 1948. 
The Pittsburgh Courier. July 31, 1948. 
The Pittsburgh Courier. October 9, 1948. 
The Pittsburgh Courier. December 18, 1948 
The Pittsburgh Courier. January 7, 1950. 
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The Pittsburgh Courier. December 27, 1952 
APPENDIX 
QUESTIONNAIRE TO ADVERTISING MANAGERS 
1, Does your paper follow a specific policy in accepting ad¬ 
vertisements? Yes.  No* 
2, In essence, what is the policy? 
3, Have you met with any difficulty in securing advertise¬ 
ments of the following types? 








Large Department Stores 
Others : 





















5. Do you supply space and rate sheets for advertisements? 
 Yes. No. 
6. If so, will you please supply me with such information 
relative to space charges for advertisements? 
NEWSPAPER ANALYSIS SCHEDULE 
Newspaper Issue Page  
Ad: Type  
Size  
A. Type of language used: 
1. Floating Comparative 
a. More  
b. Faster 
c• Longer last'in g_  
d. Without reference  
2. Anti-Competition 
a. America's world's greatest fastest  
b. Exclusive, first, special, leading 
c. Only ••• offers, gives, does   
d. Does more, better, twice as .77 than 
e. Greatest, best finest 
f. No other ••• offers such 
g. Other  
3. Announcement 
a. Newl  
b. No more messy hands, bending  
c. Nowl At lastt  
d. Amazingl Sensationall Revolutionaryl Miraclel 
e. Never beforel  
f. Other  
4* Proof Positive 
a. Tests prove   
b. Doctor's recommend  
c. Scientifically tested 
d. Medically proven   




5, Stock Appeal 
a. Extra, plus _ 
b. Lookl Buyi Tryl  
c. Write today  
d. Free (i.e. for the reader) 
e. Comfort  
f. Other 
6. Unclassified 
7. Key Adjectives 
a. Easy g. Smooth 
b. Wonderful h. delicious 
c. Safe i. Mild 
d. Famous 3 • Natural 
e. Clean k. Magic, Magical 
f. Beautiful 1. Pure, gentle 
B. Illustrations 
1* Race 
a. White  
b. Negro  
c. Drawing 
2 Pictures 
